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A brief look at the components that make up the music industry and how the musician 
can leverage these fundamentals into a successful career. 
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Tefo Lerumo. Originally born in 


Pretoria, South Africa; grew up in the 
northern Gauteng township of 
Mabopane. During his early scholastic 
career was not ranked among top 


academic achievers but nevertheless 


showed to be academically astute and had potential. 
What captured his attention, more specifically, was 
music and in his early days had aspirations of 


becoming a musician and performing DJ. 


Unfortunately, due to pressures he had to put those 
dreams aside for something more stable. Thus he 
enrolled for an undergraduate course for study in 
University. During his varsity days his passion for 
music never waned and in fact grew stronger. It was 
during those days that he first found inspiration for 
the idea to create a publication of sorts showcasing 
South African music; partly because he saw a gap 
where there was no concerted effort to provide 
reliable information regarding the South African 


music scene. 


After graduating, he had a stint working as a financial 
advisor for a reputable financial services company in 
South Africa and it was then that he came across 
digital publishing. He then thought it would be an 
ideal platform to launch his business idea and also 
provide the opportunity to combine his two foremost 
interests being business and music; immersing himself 


in those and spawning Music Matters. 





This book was written for first and foremost 
the musicians and artists, persons of avid 
interest in the mechanics of the music 
business, but also for other professionals 
within the music industry globally (with 
specific reference to the African 
perspective), partly because I am an African 
creative and I wish to help cultivate a 
different breed of (African) artist who is in 
complete control of his/her/their craft —- 
able to derive maximum yields from their 
music careers and retain full ownership of 


their artistic produce (if they so desire). 


We see it so many times (especially in the 
African context) where the musician over 
the span of their career releases widely 
renown and enjoyed music which also goes 
on to sell massive amounts of copies and/or 
achieve some other commercial success but 
unjustly, the artist is deprived of enjoying 
the majority of that material success because 
of lack of knowledge of the business aspects 
of the industry or in most cases simply being 
duped by labels or some other unscrupulous 
individuals who promise the artist heaven 
and earth only to leave them high and dry 
after shady business deals. At the end of that 


sordid tale, the artist dies as a pauper with nothing to 


show for all their hard work. 


With this in mind, this book aims to empower the 
artist and help ensure the artist’s well-being. I hope 


you find the content offered henceforth helpful. 


Part | 


Personal 
Development 





To reach your dreams you first have to see them 
The long and arduous travail towards their 
attainment calls for deep introspection and the 
formation of habits that will move one forward. 
This section endeavours to empower the music 
entrepreneur with visualization techniques, 
enabling them to build a clear mental road map of 
the journey that lay ahead 







ope begins in the dark; 

e stubborn hope that if 
just show up and try to 
the right thing, the 

n will come. You wait 











This book is written from the point of view and for 
artists who wish to derive financial success from their 
music careers. It then undertakes to suggest tools and 
techniques on how to restructure the mental faculties, 
i.e. the musician’s mind and thought processes, in 
order to attract desired outcomes in all spheres of life. 
Although many an artist’s goal is financial success, it 


cannot be sufficiently stressed; 
Riches cannot always be measured in money! 


Money and material things are essential for freedom 
of body and mind, but there are some who feel that 
the greatest of all riches can be evaluated only in terms 
of lasting relationships, harmonious family 
relationships, sympathy and understanding between 
business associates, and introspective harmony which 
brings one peace of mind measurable only in spiritual 


values! 


Therefore, the aim is to orientate you on the 
development of a system that is going to bring 
structure into your life, and more specifically your 
professional life. The system has to take into account 
the management activities of 1) planning, 2) 


organising, 3) Leading and 4) controlling. 


With the development of the system and adherence to 


its daily implementation, the aim is for strategic and 


focussed effort that is coherent and methodical in 


advancement towards your over-arching primary goal. 


The system should lay down in detail how you are 
going to achieve these management activities with 
regards to your life — what philosophies, tools and 


techniques you are going to utilise in; 
i) Planning your strategies and moves 
ii) Organising resources, information, research 


ili) Leading (i.e. self-leadership, personal mastery, 


balance of will and reason) 
iv) Controlling your time (monitoring mechanisms) 


A commonly held belief in the world of 
entrepreneurship is that more often than not, it is the 
idea that generates the money and not that it takes 
money to make money. And so, if ever one is to 
achieve financial success; logic dictates that there 
should be a product or service that one is willing to 
render in exchange for money. But what most neglect 
to mention is that a business inherently is a system 
that consists of multiple systems that transmute factors 


of production into a product or service. 


Chief among these factors, is the entrepreneur 
himself; for it is his ability to implement his vision, 
exhibit leadership skills and marshal his team that will 


ensure ultimate success. As a result, the entrepreneur 
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has to undertake the process of continued growth and 
personal development if he is ever to meet the ever- 


changing demands of a growing business. 


Many businesses have been known to fail because the 
entrepreneur struggled to meet the growing demands 
of a business. To that end, one may argue that building 
a business is as much a spiritual undertaking as any 
other undertaking; precisely because as an 
entrepreneur you are required to master the spiritual, 
mental, emotional and physical faculties borne to all 
human beings. It is exactly this transformation in 
body, mind and spirit that enables one to surmount 
the challenges that come with building and growing a 


business. 
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CONTINUOUS PROFESSIONAL DEVELOPMENT inn 


The professional environment by definition 
refers to the qualities and characteristics that 
are required of musicians and music 
industry professionals. The most important 
aspect of this trend is to continuously work 
on your knowledge and skills. This can be 
achieved by adopting the concept of lifelong 


learning. 


Lifelong learning refers to self-reliant adult 
learning. As the name suggests, it is a 
continuous process of learning, namely, that 
learning never comes to an end throughout 
adult life. Given all the changes that are 
continually taking place in the broader 
global economic environment, it is essential 
to adopt a lifelong learning mindset and to 


be constantly updating knowledge and skills. 


The process of lifelong learning includes 
taking the initiative in the learning process 
and becoming responsible for one’s own 
learning. Although learning is a natural part 
of being human, unfortunately as people 
grow older, the natural instinct to learn is 
somehow lost. This is often a result of the 
educational system as well as negative 
learning experiences and the self-limiting 


beliefs many adults hold with regard to their 


ability to learn. It is important that learners reclaim the 
initiative and take control of their own learning. To do 
this, the learner must change how they think about 
learning. They must become active learners who are 
self-reliant. This involves setting learning objectives, 


making a plan and ‘working the plan’. 


Lifelong learning consists of active learning and not 
passive learning. Passive learning involves sitting in a 
classroom and listening to what is being said. There is 
no active involvement in the process on the part of the 
learner. On the other hand, an active learner is one 
who participates by choosing the content they wish to 
learn and deciding how they are going to interact with 
the material. This includes activities such as reading, 
asking questions, researching, experimenting and 
applying. In such a situation, the learner has made a 
conscious choice to be involved in the learning 


process. 


The process of lifelong learning can be done through 
self-explanatory learning or through more formal 
learning, for example, doing a course at a tertiary 


institution. 


For instance, in the financial planning profession, 
legislation orders that a financial advisor must meet 
the relevant ‘fit and proper’ criteria. In order to obtain 


a certain category of license, certain competency 


requirements (educational requirements in the form of 


knowledge and skills) must be met. 


An FSP (who is a sole proprietor), a key individual 
and/or a representative must meet the CPD 
requirements as specified for the various categories 
and sub-categories. CPD is currently defined as a 
“process of learning and development, with the aim of 
enabling an FSP (sole proprietor), key individual or 
representative, to maintain capabilities to perform 
competently within the categories or sub-categories in 
which they render financial services.” The proposed 
new definition of CPD means “a process of learning 
and development with the aim of enabling a financial 
services provider, key individual, representative or 
compliance officer to maintain the competency to 


comply with the Act”. The objectives of CPD are: 


- To develop and maintain professional 
competence in order to provide financial services of 
high quality in the public interest that will support 


professionalising the financial services industry; 


- To ensure that primary responsibility for 
competency vests in the individual and that they have 
an obligation to develop and maintain their 
professional competence, relevant to the nature of 


their work and professional responsibilities; and 


- To assist in the rendering of financial services 
with due care, competence and diligence and subject to 
a continuous duty to maintain knowledge and skills at 
a level required to ensure that a client receives 
competent professional service based on up-to-date 
developments in legislation, industry practice and 
development in respect of specific categories and sub- 


categories. 


A list of programmes suitable for the purposes of CPD 
will be maintained. Examples of verifiable CPD 
programmes and activities include, but are not limited 
to, courses, conferences, seminars, studies with formal 
assessments, workshops and structured self-study 


programmes. 


Just like the financial planner, it would be prudent for 
the musician and his/her team to keep up to date with 
the current happenings available in the industry as well 
as be aware of what is happening in all aspects of the 
external environment. It is also important to keep in 
touch with any new products that are being offered 
and to understand any changes in legislation that may 
have a bearing on the product and service given to 
clients. In order to keep up-to-date, it is essential to be 
continuously learning. Much of this learning can be 
self-explanatory learning by reading online articles, 
research papers, being on forums or attending 


presentations. However, it may also be achieved by 
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enrolling for formal courses in areas that are relevant 
to the work of the musician or music industry 


professional. 


Another significant trend is the increase in the use of 
technology in the business environment. Both new and 
improved technologies are beginning to radically alter 
the way that business is carried out. Furthermore, the 
drive to manage information through the use of 
technology is becoming more and more apparent. 
Powerful software is enabling the storage and ‘mining’ 
of client data for insight into new trends, identification 
of consumer needs and the creation of new 


opportunities. 


Other aspects of technology that have had a significant 
impact on the world of global commerce include the 


following: 


- The internet continues to grow and has become 
the first point of call for any type of information and 
research. Broadband internet allows users fast access to 
the world-wide web. These fast internet connections 
are the driving force behind e-commerce and internet 
usage. 

- Advancements in software development tools 
mean that software developers can develop customised 
solutions quickly and cheaply to meet the needs of the 
user. This means that users are not forced to purchase 


‘off the shelf solutions that often require users to 
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change the way they are currently operating their 
business. Inexpensive software development allows the 
user to automate, customise and streamline their 
existing business practices. 

- The decline in hardware prices means that the 
average business can afford to purchase equipment 
that was previously beyond their budget. 

- Recently, data warehousing has become a 
popular way to analyse statistics. Previously data 
warehousing was very expensive but as the technology 
has been built into many commercially viable database 
packages, this technology is now widely available to all 


small, medium and large enterprises. 
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SIX STEPS TO FINANCIAL SUCCESS 


When Edwin C. Barnes climbed down from 
the freight train in Orange, New Jersey, more 
than thirty years ago, he may have 
resembled a vagabond, but his thoughts were 


those of a king! 


As he made his way from the railroad tracks 
to Thomas A. Edison’s office, his mind was at 
work. He saw himself standing in Edison’s 
presence. He heard himself asking Mr 
Edison for an opportunity to carry out the 
one consuming obsession of his life, a 
burning desire to become the business 


associate of the great inventor. 


Barnes’ desire was not a hope! It was not a 
wish! It was a keen, pulsating desire, which 


transcended everything else. It was definite. 


The desire was not new when he approached 
Edison. It had been Barnes’ dominating 
desire for a long time. In the beginning, 
when the desire first appeared in his mind, it 
may have been, probably was, only a wish, 
but it was no mere wish when he appeared 


before Edison with it. 


A few years later, Edwin C. Barnes again 
stood before Edison, in the same office 


where he first met the inventor. This time 


his desire had been translated into reality. He was in 
business with Edison. The dominating dream of his life 
had become a reality. Today, people who know Barnes 
envy him, because of the “break” life yielded him. 
They see him in the days of his 


triumph, without taking the trouble to investigate the 


cause of his success. 


Barnes succeeded because he chose a definite goal, 
placed all his energy, all his will power, all his effort, 
everything back of that goal. He did not become the 
partner of Edison the day he arrived. He was content to 
start in the most menial work, as long as it provided an 
opportunity to take even one more step toward his 


cherished goal. 


Five years passed before the chance he had been 
seeking made its appearance. During all those years 
not one ray of hope, not one promise of attainment of 
his desire had been held out to him. To everyone, 
except himself, he appeared only another cog in the 
Edison business wheel, but in his own mind, he was the 
partner of Edison every minute of the time, from the 
very day that he first went to work there. It is a 
remarkable illustration of the power of a definite 
desire. Barnes won his goal, because he wanted to be a 
business associate of Mr Edison, more than he wanted 
anything else. He created a plan by which to attain that 
purpose. But he burned all bridges behind him. He 
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stood by his desire until it became the dominating 


obsession of his life — and — finally, a fact. 


When he went to Orange, he did not say to himself, “I 
will try to induce Edison to give me a job of some sort.” 
He said, “I will see Edison, and put him on notice that I 


have come to go into business with him.” 


He did not say. “I will keep my eyes open for another 
opportunity, in case I fail to get what I want in the 
Edison organisation.” He said, “There is but one thing 
in this world that I am determined to have, and that is 
a business association with Thomas A. Edison. I will 
burn all bridges behind me, and stake my entire future 


on my ability to get what I want.” 


He left himself no possible way of retreat. He had to 


win or perish! 
That is all there is to the Barnes story of success! 


A long while ago, a great warrior faced a situation 
which made it necessary for him to make a decision 
which insured his success on the battlefield. He was 
about to send his armies against a powerful foe, whose 
men outnumbered his own. He loaded his soldiers and 
equipment, then gave the order to burn the ships that 
had carried them. Addressing his men before the first 
battle, he said, “You see the boats going up in smoke. 


That means that we cannot leave these shores alive 


unless we win! We now have a choice — we win — or 


we perish! They won. 


Every person who wins in any undertaking must be 
willing to burn his ships and cut all sources of retreat. 
Only by doing so can one be sure of maintaining that 
state of mind known as a burning desire to win, 


essential to success. 


The morning after the great Chicago fire, a group of 
merchants stood on State Street, looking at the 
smoking remains of what had been their stores. They 
went into a conference to decide if they wanted to 
rebuild, or leave Chicago and start over in a more 
promising section of the country (United States of 
America). They reached a decision — all except one — to 


leave Chicago. 


The merchant who decided to stay and rebuild pointed 
a finger at the remains of his store, and said, 
“Gentlemen, on that very spot I will build the world’s 
greatest store, no matter how many times it may burn 


down.” 


That was more than fifty years ago. The store was built. 
It stands there today, a towering monument to the 
power of that state of mind known as a burning desire. 
The easy thing for Marshal Field to have done, would 
have been exactly what his fellow merchants did. 


When the going gets hard, and the future looked 
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dismal, they pulled up and went where the going 
seemed easier. Mark well this difference between 
Marshal Field and the other merchants, because it is 
the same difference which distinguishes Edwin C. 
Barnes from thousands of other young men who have 
worked the Edison organisation. It is the same 
difference which distinguishes practically all who 


succeed from those who fail. 


Every human being who reaches the age of 
understanding of the purpose of money, wishes for it. 
Wishing will not bring riches. But desiring riches with 
a state of mind that becomes an obsession, then 
planning definite ways and means to acquire riches, 
and backing those plans with persistence which does 


not recognise failure, will bring riches. 


The method by which desire for riches can be 
transmuted into its financial equivalent consists of six 


definite, practical steps, viz: 


First: Fix in your mind the exact amount of money you 
desire. It is not sufficient merely to say “I want plenty 
of money.” Be definite as to the amount. (There is a 


psychological reason for definiteness) 


Second: Determine exactly what you intend to give in 
return for the money you desire. (There is no such 


reality as “something for nothing.”) 
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Third: establish a definite date when you intend to 


possess the money you desire. 


Fourth: Create a definite plan for carrying out your 
desire, and begin at once, whether you are ready or 


not, to put this plan into action. 


Fifth: Write out a clear, concise statement of the 
amount of money you intend to acquire, name the 
time limit for its acquisition, state what you intend to 
give in return for the money, and describe clearly the 


plan through which you intend to accumulate it. 


Sixth: Read your written statement aloud, twice daily, 
once just before retiring at night, and once after arising 
in the morning. As you read — see and feel and believe 


yourself already in possession of the money. 
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SELF-CONFIDENCE FORMULA 


All down the ages, the religionists have 
admonished struggling humanity to “have 
faith” in this, that, and the other dogma or 
creed, but they have failed to tell people 
how to have faith. They have not stated that 
“faith is a state of mind, and that it may be 


induced by self-suggestion.” 


In language which any normal human 
being can understand, we will describe all 
that is known about the principle through 
which faith may be developed, where it 


does not already exist. 
Have faith in yourself: Faith in the infinite. 


Before we begin, you should be reminded 


again that: 


Faith is the “eternal elixir” which gives life, 
power, and action to the impulse of 
thought! 


The foregoing sentence is worth reading a 
second time, and a third, and a fourth. It is 


worth reading aloud! 


Faith is the starting point of all 


accumulation of riches! 


Faith is the basis of all “miracles,” and all mysteries 


which cannot be analysed by the rules of science! 
Faith is the only known antidote for failure! 


Faith is the element, the “chemical” which when 
mixed with prayer, gives one direct communication 


with Infinite Intelligence. 


Faith is the element which transforms the ordinary 
vibration of thought, created by the finite mind of 


man, into the spiritual equivalent. 


Faith is the only agency through which the cosmic 
force of Infinite Intelligence can be harnessed and used 
by man. Every one of the foregoing statements is 
capable of proof! The proof is simple and easily 
demonstrated. It is wrapped up in the principle of 
auto-suggestion. Let us centre our attention, therefore, 
upon the subject of self-suggestion, and find out what 


it is, and what it is capable of achieving. 


It is a well-known fact that one comes, finally, to 
believe whatever one repeats to one’s self, whether the 
statement be true or false. If a man repeats a lie over 
and over, he will eventually accept the lie as truth. 
Moreover, he will believe it to be the truth. Every man 
is what he is, because of the dominating thoughts 
which he permits to occupy his mind, and encourages 
with sympathy, and with which he mixes any one or 


more of the emotions, constitute the motivating forces, 
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which direct and control his every movement, act, and 
deed! 


Comes, now, a very significant statement of truth: 


Thoughts which are mixed with any of the feelings of 
emotions, constitute a “magnetic” force which attracts, 
from the vibrations of the ether, other similar, or 
related thoughts. A seed which, when planted in fertile 
soil, germinates, grows, and multiplies itself over and 
over again, until that which was originally one small 


seed, becomes countless millions of seeds of the same 
brand! 


The ether is a great cosmic mass of eternal forces of 
vibration. It is made up of both destructive vibrations 
and constructive vibrations. It carries, at all times, 
vibrations of fear, poverty, disease, failure, misery; and 
vibrations of prosperity, health, success, and happiness, 
just as surely as it carries the sound of hundreds of 
orchestrations of music, and hundreds of human 
voices, all of which maintain their own individuality, 
and means of identification, through the medium of 


radio. 


From the great storehouse of the ether, the human 
mind is constantly attracting vibrations which 
harmonise with that which dominates the human 
mind. Any thought, idea, plan, or purpose may be 


planted in the mind. The information is easily 
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conveyed: any idea, plan, or purpose may be placed in 
the mind through the repetition of thought. This is 
why you are asked to write out a statement of your 
major purpose, or Definite Chief Aim, commit it to 
memory, and repeat it, in audible words, day after day, 
until these vibrations of sound have reached your 


subconscious mind. 


We are what we are, because of the vibrations of 
thought which we pick up and register, through the 


stimuli of our daily environment. 


Resolve to throw off the influences of any unfortunate 
environment, and to build your own life to order. 
Taking inventory of mental assets and liabilities, you 
will discover that your greatest weakness is lack of self- 
confidence. This handicap can be surmounted, and 
timidity translated into courage, through the aid of the 
principle of auto-suggestion. The application of this 
principle may be made through a simple arrangement 
of positive thought impulses stated in writing, 
memorised, and repeated, until they become a part of 
the working environment of the subconscious faculty 


of your mind. 
SELF-CONFIDENCE FORMULA 


FIRST: I know that I have the ability to achieve the 
object of my Definite Purpose in life, therefore, I 


demand of myself persistent, continuous action toward 
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its attainment, and I here and now promise to render 


such action. 


SECOND: I realise the dominating thoughts of my 
mind will eventually reproduce themselves in outward, 
physical action, and gradually transform themselves 
into physical reality, therefore, I will concentrate my 
thoughts for thirty minutes daily, upon the task of 
thinking of the person I intend to become, thereby 
creating in my mind a clear mental picture of that 


person. 


THIRD: I know through the principle of auto- 
suggestion, any desire that I persistently hold in my 
mind will eventually seek expression through some 
practical means of attaining the object back of it, 
therefore, I will devote myself ten minutes daily to 
demanding of myself the development of self- 


confidence. 


FOURTH: I have clearly written down a description of 
my definite chief aim in life, and I will never stop 
trying, until I shall have developed sufficient self- 


confidence for its attainment. 


FIFTH: I fully realise that no wealth or position can 
long endure, unless built upon truth and justice, 
therefore, I will engage in no transaction which does 
not benefit all whom it affects. I will succeed by 


attracting to myself the forces I wish to use, and the 


cooperation of other people. I will induce others to 
serve me, because of my willingness to serve others. I 
will eliminate hatred, envy, jealousy, selfishness, and 
cynicism, by developing love for all humanity, because 
I know that a negative attitude toward others can never 
bring me success. I will cause others to believe in me, 


because I will believe in them, and in myself. 


I will sign my name to this formula, commit it to 
memory, and repeat it aloud once a day, with full faith 
that it will gradually influence my thoughts and actions 
so that I will become a self-reliant, and successful 


person. 
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VISUALISATION TECHNIQUES == 


There comes, now, a statement which will 
give a better understanding of the 
importance the principle of auto-suggestion 
assumes in the transmutation of desire into 
its physical, or monetary equivalent; namely: 
faith is a state of mind which may be 
induced, or created, by affirmation or 
repeated instructions to the subconscious 
mind, through the principle of auto- 


suggestion. 


As an illustration, consider the purpose for 
which you are, presumably, reading this 
book. The object is, naturally, to acquire the 
ability to transmute the intangible thought 
impulse of desire into its physical 
counterpart, money. By following the 
instructions laid down on auto-suggestion 
and the subconscious mind, you may 
convince the subconscious mind that you 
believe you will receive that for which you 
ask, and it will act upon that belief, which 
your subconscious mind passes back to you 
in the form of “faith,” followed by definite 


plans for procuring that which you desire. 


The method by which one develops faith, 
where it does not already exist, is extremely 


difficult to describe, almost as difficult, in 


fact, as it would be to describe the color of red to a 
blind man who has never seen colour, and has nothing 
with which to compare what you describe to him. Faith 
is a state of mind which you may develop at will, after 
you have mastered the principles of faith, because it is 
a state of mind which develops voluntarily, through 


application and use of these principles. 


Repetition of affirmation of orders to your 
subconscious mind is the only known method of 


voluntary development of the emotion of faith. 


Perhaps the meaning may be made clearer through the 
following explanation as to the way men sometimes 
become criminals. Stated in the words of a famous 
criminologist, When men first come into contact with 
crime, they abhor it. If they remain in contact with 
crime for a time, they become accustomed to it, and 
endure it. If they remain in contact with it long 
enough, they finally embrace it, and become 


influenced by it.” 


This is the equivalent of saying that any impulse of 
thought which is repeatedly passed on to the 
subconscious mind is, finally, accepted and acted upon 
by the subconscious mind, which proceeds to translate 
that impulse into its physical equivalent, by the most 


practical procedure available. 


In connection with this, consider again the statement, 
all thoughts have been emotionalised, (given feeling) 
and mixed with faith, begin immediately to translate 
themselves into their physical equivalent or 


counterpart. 


The emotions, or the “feeling” portion of thoughts, are 
the factors which give thoughts vitality, life, and action. 
The emotion of Faith, Love, and Sex, when mixed with 
any thought impulse, give it greater action than any of 
these emotions can do singly. Not only thought 
impulses which have been mixed with faith, but those 
which have been mixed with any of the positive 
emotions, or any of the negative emotions, may reach, 


and influence the subconscious mind. 


From this statement, you will understand that the 
subconscious mind will translate into its physical 
equivalent, a thought impulse of a negative or 
destructive nature, just as readily as it will act upon 
thought impulses of a positive or constructive nature. 
This accounts for the strange phenomenon which so 
many millions of people experience, referred to as 


“misfortune,” or “bad luck.” 


There are millions of people who believe themselves 
“doomed” to poverty and failure, because of some 
strange force over which they have no control. They 
are the creators of their own “misfortunes,” because of 


this negative belief, which is picked up by the 
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subconscious mind, and translated into its physical 


equivalent. 


This is an appropriate place at which to suggest again 
that you may benefit, by passing on to your 
subconscious mind, any desire which you wish 
translated into its physical, or monetary equivalent, in 
a state of expectancy or belief that the transmutation 
will actually take place. Your belief, or faith, is the 
element which determines the action of your 
subconscious mind. There is nothing to hinder you 
from “deceiving” your subconscious mind when giving 


it instructions through auto-suggestion. 


To make this “deceit” more realistic, conduct yourself 
just as you would, if you were already in possession of 
the material thing which you are demanding., when 


you call upon your subconscious mind. 


The subconscious mind will transmute into its physical 
equivalent, by the most direct and practical media 
available, any order which is given to it in a state of 
belief, or faith that the order will be carried out. Surely, 
enough has been stated to give a starting point from 
which one may, through experiment and practice, 
acquire the ability to mix faith with any order given to 
the subconscious mind. Perfection will come through 
practice. It cannot come by merely reading 


instructions. 


If it be true that one may become a criminal by 
association with crime, (and this is a known fact), it is 
equally true that one may develop faith by voluntarily 
suggesting to the subconscious mind that one has faith. 
The mind comes, finally, to take on the nature of the 
influences which dominate it. Understand this truth, 
and you will know why it is essential for you to 
encourage the positive emotions as dominating forces 
of your mind, and discourage — and eliminate negative 


emotions. 


A mind dominated by positive emotions, becomes a 
favourable abode for the state of mind known as faith. 
A mind so dominated may, at will, give the 
subconscious mind instructions, which it will accept 


and act upon immediately. 


With this in mind, write out a clear, concise statement 
of the amount of money you intend to acquire, name 
the time limit for its acquisition, state what you intend 
to give in return for the money, and describe clearly 


the plan through which you intend to accumulate it. 


I will concentrate my thoughts for thirty minutes daily, 
upon the task of thinking of the person I intend to 
become, thereby creating in my mind a clear mental 


picture of that person. 


I will devote myself ten minutes daily to demanding of 


myself the development of self-confidence 
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I will sign my name to this formula, commit it to 
memory, and repeat it aloud once a day, with full faith 
that it will gradually influence my thoughts and actions 
so that I will become a self-reliant, and successful 


person. 


SELF-INVENTORY QUESTIONNAIRE === 


Annual self-analysis is an essential in the 
effective marketing of personal services, as is 
annual inventory in merchandising. 
Moreover, the yearly analysis should disclose 
a decrease in faults, and an increase in 
virtues. One goes ahead, stands still, or goes 
backward in life. One’s object should be, of 
course, to go ahead. Annual self-analysis will 
disclose whether advancement has been 
made, and if so, how much. It will also 
disclose any backward steps one may have 
made. The effective marketing of personal 
services requires one to move forward even 


if the progress is slow. 


Your annual self-analysis should be made at 
the end of each year, so you can include in 
your New Years Resolutions any 
improvements which the analysis indicates 
should be made. Take this inventory by 
asking yourself the following questions, and 
by checking your answers with the aid of 
someone who will not permit you to deceive 


yourself as to their accuracy. 


Self-Analysis Questionnaire for personal 


inventory 


1. Have I attained the goal which I established 


as my objective for this year? (You should 


work with a definite yearly objective to be attained as a 


part of your major life objective). 


2. Have I delivered service of the best possible quality 
of which I was capable, or could I have improved any 


part of this service? 


3. Have I delivered service in the greatest possible 


quantity of which I was capable? 


4. Has the spirit of my conduct been harmonious, and 


cooperative at all times? 


5. Have I permitted the habit of procrastination to 


decrease my efficiency, and if so, to what extent? 


6. Have I improved my personality, and if so, in what 


ways? 


7. Have I been persistent in following my plans 


through to completion? 


8. Have I reached decisions promptly and definitely on 


all occasions? 


9. Have I permitted any one or more of the six basic 


fears to decrease my efficiency? 


10. Have I been either “over-cautious”, “or under- 


cautious”? 


ll. Has my relationship with my associates in work 
been pleasant, or unpleasant? If it has been unpleasant, 


has the fault been partly, or wholly mine? 


12. Have I dissipated any of my energy through lack of 


concentration of effort? 


13. Have I been open minded and tolerant in 


connection with all my subjects? 


14. In what way have I improved my ability to render 


service? 
15. Have I been intemperate in any of my habits? 


16. Have I expressed, either openly or secretly, any 


form of egotism? 


17. Has my conduct toward my associates been such 


that it has induced them to respect me? 


18. Have my opinions and decisions been based upon 


guess-work, or accuracy of analysis and thought? 


19. Have I followed the habit budgeting my time, my 
expenses, and my income, and have I been 


conservative in these budgets? 


20. How much time have I devoted to unprofitable 


effort which I might have used to better advantage? 
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21. How may I re-budget my time, and change my 
habits so I will be more efficient during the coming 


year? 


22. Have I been guilty of any conduct which was not 


approved by my conscience? 


23. In what ways have I rendered more service and 


better service than I was paid to render? 


24. Have I been unfair to anyone, and if so, in what 


way? 


25. If I had been the purchaser of my own services for 


the year, would I be satisfied with my purchase? 
26. Am I in the right vocation, and if not, why not? 


27. Has the purchaser of my services been satisfied 


with the service I have rendered, and if not, why not? 


28. What is my present rating on the fundamental 
principles of success? (Make this rating fairly, and 
frankly, and have it checked by someone who is 


courageous enough to do it accurately). 


SELF-ANALYSIS TEST QUESTIONS == 


To protect yourself against negative 
influences, whether of your own making, or 
the result of the activities of negative people 
around you, recognise that you have a will- 
power, and put it into constant use, until it 
builds a wall of immunity against negative 


influences in your own mind. 


Recognise the fact that you, and every other 
human being, are, by nature, lazy, 
indifferent, and susceptible to all suggestions 
which harmonises with your weaknesses. 
Recognise that you are, by nature, 
susceptible to all the six basic fears [(i) the 
fear of poverty, (ii) the fear of criticism, (iii) 
the fear of ill health, (iv) the fear of loss of 
love of someone, (v) the fear of old age, and 
(vi) the fear of death], and set up habits for 


the purpose of counteracting all these fears. 


Recognise that negative influences often 
work on you through your subconscious 
mind, therefore they are difficult to detect, 
and keep your mind closed against all people 


who depress or discourage you in any way. 


Clean out your medicine chest, throw away 
all pill bottles, and stop pandering colds, 
aches, pains and imaginary illnesses. 


Deliberately seek the company of people 


who influence you to think and act for yourself. Do not 
expect troubles as they have a tendency not to 


disappoint. 


Without doubt, the most common weakness of all 
human beings is the habit of leaving their minds open 
to the negative influence of other people. This 
weakness is all the more damaging, because most 
people do not recognise that they are cursed by it, and 
many who acknowledge it, neglect or refuse to correct 
the evil until it becomes an uncontrollable part of their 
daily habits. 


To aid those who wish to see themselves as they really 
are, the following list of questions has been prepared. 
Read the questions and state your answers aloud, so 
you can hear your own voice. This will make it easier 


for you to be truthful with yourself. 


1. Do you complain often of “feeling bad,” and if so, 


what is the cause? 


2. Do you find fault with other people at the slightest 


provocation? 


3. Do you frequently make mistakes in your work, and 


if so, why? 
4. Are you sarcastic and offensive in your conversation? 


5. Do you deliberately avoid the association of anyone, 


and if so, why? 


6. Do you suffer frequently with indigestion? If so, 


what is the cause? 


7. Does life seem futile and the future hopeless to you? 


If so, why? 

8. Do you like your occupation? If not, why? 
9. Do you often feel self-pity? And if so, why? 
10. Are you envious of those who excel you? 


11. To which do you devote most time, thinking of 


success, or of failure? 


12. Are you gaining or losing self-confidence as you 


grow older? 


13. Do you learn something of value from all mistakes? 
Are you permitting some relative or acquaintance to 


worry you? If so, why? 


14. Are you sometimes “in the clouds” and at other 


times in the depths of despondency? 


15. Who has the most inspiring influence upon you? 


What is the cause? 


16. Do you tolerate negative or discouraging influences 


which you can avoid? 


17. Are you careless of your personal appearance? If so, 


when and why? 


18. Have you learned how to “drown your troubles” by 


being too busy to be annoyed by them? 


19. Would you call yourself a “spineless weakling” if 


you permitted others to do your thinking for you? 


20. Do you neglect internal bathing until auto- 


intoxication makes you ill-tempered and irritable? 


21. How many preventable disturbances annoy you, 


and why do you tolerate them? 


22. Do you resort to liquor, narcotics, or cigarettes to 
“quiet your nerves”? if so, why do you not try will- 


power instead? 


23. Does anyone “nag” you, and if so, for what reason? 
Do you have a definite major purpose, and if so, what 


is it, and what plan have you for achieving it? 


24. Do you suffer from any six of the Six Basic Fears 
[(i) the fear of poverty, (ii) the fear of criticism, (iii) the 
fear of ill health, (iv) the fear of loss of love of 
someone, (v) the fear of old age, and (vi) the fear of 


death]? If so, which ones? 


25. Have you a method by which you can shield 


yourself against the negative influence of others? 


26. Do you make deliberate use of auto-suggestion to 


make your mind positive? 


27. Which do you value most, your material 
possessions, or your privilege of controlling your own 


thoughts? 


28. Are you easily influenced by others, against your 


own judgement? 


29. Has today added anything of value to your stock of 


knowledge or state of mind? 


30. Do you face squarely the circumstances which 


make you unhappy, or sidestep the responsibility? 


31. Do you analyse all mistakes and failures and try to 
profit by them or, do you take the attitude that this is 


not your duty? 


32. Can you name three of your most damaging 


weaknesses? What are doing to correct them? 


33. Do you encourage other people to bring their 


worries to you for sympathy? 


34. Do you choose, from your daily experiences, 
lessons or influences which aid in your personal 


advancement? 


35. Does your presence have a negative influence on 


other people as a rule? 


36. What habits of other people annoy you the most? 
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37. Do you form your own opinions or permit yourself 


to be influenced by other people? 


38. Have you learned how to create a mental state of 
mind with which you can shield yourself against all 


discouraging influences? 
39. Does your occupation inspire with faith and hope? 


40. Are you conscious of possessing spiritual forces of 
sufficient power to enable you to keep your mind free 


from all forms of fear? 


41. Does your religion help you to keep your own mind 


positive? 


42. Do you feel it your duty to share other people’s 


worries? If so, why? 


43. If you believe that “birds of a feather flock 
together” what have you learned about yourself by 


studying the friends whom you attract? 


44. What connection, if any, do you see between the 
people with whom you associate most closely, and any 


unhappiness you may experience? 


45. Could it be possible that some person whom you 
consider to be a friend is, in reality, your worst enemy, 


because of his negative influence on your mind? 


46. By what rules do you judge who is helpful and who 


is damaging to you? 


47. Are your intimate associates mentally superior or 


inferior to you? 


48. How much time out of every 24 hours do you 


devote to 

a. your occupation 

b. sleep 

c. play and relaxation 

d. acquiring useful knowledge 


e. plain waste 


49. Who among your acquaintances, 
a. encourages you most 

b. cautions you most 

c. discourages you most 


d. helps you most in other ways 


50. What is your greatest worry? Why do you tolerate 


it? 


51. When others offer you free, unsolicited advice, do 


you accept it without question, or analyse their motive? 
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52. What, above all else, do you most desire? Do you 
intend to acquire it? Are you willing to subordinate all 
other desires for this one? How much time daily do 


you devote to acquiring it? 
53. Do you change your mind often? If so, why? 
54. Do you usually finish everything you begin? 


55. Are you easily impressed by other people’s business 
or professional titles, college degrees, or wealth? Are 
you easily influenced by what other people think or 


say of you? 


56. Whom do you believe to be the greatest person 
living? In what respect is this person superior to 


yourself? 


57. How much time have you devoted to studying and 
answering these questions? (at least one day is 
necessary for the analysis and the answering of the 


entire list.) 
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HOW TO DEVELOP PERSISTENCE = 


There are four simple steps which lead to the 
habit of persistence. They call for no great 
amount of intelligence, no particular amount 
of education, and but little time or effort. 


The necessary steps are: - 


1. A definite purpose backed by burning 


desire for its fulfilment. 


2. A definite plan, expressed in continuous 


action. 


3. A mind closed tightly against all negative 
and discouraging influences, including 
negative suggestions of relatives, friends and 


acquaintances. 


4. A friendly alliance with one or more 
persons who will encourage one to follow 


through with both plan and purpose. 


These four steps are essential for success in 
all walks of life. 


It would be prudent to remind you that “Life 
is a checkerboard, and the player opposite 
you is time. If you hesitate before moving, or 
neglect to move promptly, your men will be 
wiped off the board by time. You are playing 
against a partner who will not tolerate 


indecision! 


Previously you may have had a logical excuse for not 
having forced Life to come through with whatever you 
asked, but that alibi is now obsolete, because you are in 
possession of some of the tools and techniques that 


unlock the door to Life’s bountiful riches. 


Truly, “thoughts are things,” and powerful things at 
that, when they are mixed with definiteness of 
purpose, persistence, and a burning desire for their 
translation into riches, or other material objects. All 
achievement, all earned riches, have their beginning in 


an idea! 
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Part || 


Goal Planning 
and Time Management 





Let’s face it, nothing great is ever achieved 
without focused effort. This requires that one be 
organised and methodical in pursuing their 
dreams. This section contains tools and techniques 
that can help a music entrepreneur adopt a 
professional approach in building a successful 
music business 





“The easy road 
often becomes 
hard, and the hard 
road often becomes 
easy” 


Robert T. Kiyos 
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By definition, a goal is an observable and measurable 
end result having one or more objectives to be 
achieved within a more or less fixed timeframe or can 
be described as a mental representation of a desired 


outcome that a person is committed to. 


Goals give an individual a sense of direction in life, 
they allow them to know where they are going. All 
successful entrepreneurs, top-level athletes and high 
achievers in all fields set goals. Goals provide you with 
a long term vision of what you want in life and help 
you to be productive with your time so that you can 
make the most of your life, rather than wasting it away 
engaging in nonsense. People with goals know what 
they want and what they need to do to get to where 


they want to be. Goals assist one in leading a better life. 


The majority of people do not consciously set any 
goals, which is why they may often fail to live up to 
their highest potential. People are wandering aimlessly 
through life because they have not identified what they 
want and what they need to do. Goals help you define 
your ultimate destination of where you want to go in 
life, do you want to just remain where you are living 
the same way forever or do you want to accomplish 
more, if you do then you need to set goals for your life 


and have a plan of action to achieve your goals. 


Goals help you focus on what you want by changing 


your mindset, with focus comes the efficient use of 
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one’s time, with the proper use of your time you can 
start moving forward in life. Goals help to move your 
life forward in the right direction, rather than keeping 
you confined to where you are. Crucial to one’s 
professional endeavours is the attainment of material 
resources thus the need to develop a realistic financial 


plan for your life. 
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PLANNING 


The game of money is much like any other 
game, in that; a game is often broken into 
quarters. For example, a professional 
(American) football game is played in 15- 
minute quarters. For many people, we leave 
school around 25 and plan on retiring at age 
sixty-five. That means we play the game of 
money for 40 years. Which means a quarter 
of the game is 10 years in length. Sometime 
during the 40 years, we hope to earn and set 
aside enough money to retire on. And to that 
objective, one wins the game at which point 
he/she has earned enough money to retire 
on — which can be anytime during the four 
quarters. You may then ask; “what happens if 
at retirement age I do not have enough 
money to retire on?” Well, then the game 


runs into “overtime.” 


Typically, the game would look like this: 


The Game of Money 
Period 
IST ¢ 


eho | UIARTER 


Halftime (mid-life crisis) 


Ser) CUA TER 
HTH GUAR TER 


Overtime (Can't afford to retire) 


Out of time (Now what?) 





When it comes to money and investing, people have 


three fundamental reasons for investing — to be: 
Secure 

Comfortable 

Rich 


All three choices are important. The difference occurs 
in one’s life when the choices are prioritized. Most 
people make their money and investment choices in 
that exact order. In other words their first choice when 
it comes to money decisions is security, second is 
comfort, and third is to be rich. That is why most 
people make job security their highest priority. After 
they have a secure job or profession, they focus on 


comfort. The last choice for most people is to be rich. 


For most people, if becoming rich disturbs their 
comfort or makes them feel insecure, they will forsake 
becoming rich. That is why so many people want that 
hot investment tip. People who make security and 
comfort their first and second choices look for ways to 
get rich quick that are easy, risk-free and comfortable. 
A few people do get rich on one investment, but all too 


often they lose it all. 


We all often hear people say; “I’d rather be happy than 
rich.” That comment has always sounded rather 


strange to me. Many have been rich and poor and in 
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both financial positions, they can attest to being both 
happy and unhappy. I wonder why people think they 


have to choose between being happy and being rich. 


When I reflect upon this lesson, it occurs to me that 
what people are really saying is that “Td rather feel 
secure and comfortable than be rich.” That is because 
when they feel insecure and uncomfortable, they are 


not happy. 


As stated earlier, when it comes to money and 
investing, all three priorities are important. Which 
order you put them in is a very personal decision that 
should be made before beginning to pursue being rich. 
For instance, one who decides to be in pursuit would 


have his/her priorities in this order: 
Rich 

Comfortable 

Secure 

Mental-Attitude Quiz 


To be rich, comfortable and secure are personal core 
values. One is not better than the other. I do know, 
however, that making of the choice of which core 
values are most important to you has a significant 
long-term impact upon the kind of life you choose. 


That is why it is important to know which core values 
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are most important to you, especially when it comes to 


the subject of money and financial planning. 


So the mental attitude question is: 
What are your core values? 


List in order of importance which core values are most 


important to 


Some of you may need to work through your true 
feelings. Talk seriously with your spouse or mentor. 
Make “pro” and “con” lists. Knowing what your 
personal priorities are will save you many agonizing 


decisions and sleepless nights later. 


One of the reasons the 90/10 rule of money applies 
may be because 90 percent of the people choose 


comfort and security over being rich. 
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SECURE / COMFORTABLE / RICH 


Using this worksheet, define each level of investment 
and what they mean to you. Then list 3-5 changes in 


your lifestyle you would have to make to achieve each 














level. 
What does this 3-5 Changes 
mean to you? 
Secure e 
Comfortable e 
Rich 
(J 
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S.M.A.R.T. GOALS 


Using the form below with the changes identified in 
the Secure, Comfortable, and Rich worksheet; write 


out S.M.A.R.T. goals for your life. 


S.M.A.R.T. goals are goals that are Specific (the more 
detail the better), Measurable (what criteria will you 
use to know whether you have achieved your goal), 
Achievable (do you possess all the resources necessary 
to reach the goal), Relevant (how does this goal tie in to 
your passion or purpose), and Time-dimensioned 


(when will you begin and finish your goal?) 


Goal Intermediate Steps 
(Weekhy/ daily activities in your 
planning device) 








Why? List specific benefits: How? List specific steps: 


What? Objective statement: 


When? 
Begin: Finish: 














ORGANISING 


After having prepared detailed plans, the 
task then becomes translating those 
relatively abstract ideas into reality. Sound 
organisation is essential to this effort. 
Organising then, involves turning plans into 
action. The organising function takes the 
tasks identified during planning and then 
assigns them to you (in the technical sense) 
in conjunction with individuals forming part 


of your “Master Mind.” 


The accumulation of riches calls for power, 
and power is acquired through highly 
organised and intelligently directed 
specialised knowledge, but that knowledge 
does not, necessarily, have to be in the 
possession of the man who accumulates the 
fortune. Men sometimes go through life 
suffering from “inferiority complexes,” 
because they are not men of “education.” 
The man who can organise and direct a 
“Master Mind” group of men who possess 
knowledge useful in the accumulation of 
money (much like, for instance, a musician 
would bring together a professional team), is 
just as much a man of education as any man 
in the group. Remember this, if you suffer 
from a feeling of inferiority because your 


schooling has been limited. 


Specialised knowledge is among the most plentiful, 
and the cheapest forms of service which may be had! 


If you doubt this, consult the payroll of any university. 


First of all, decide the sort of specialised knowledge 
you require, and the purpose for which it is needed. To 
a large extent your major purpose in life, the goal 
toward which you are working, will help determine 
what knowledge you need. With this question settled, 
your next move requires that you have accurate 
information concerning dependable sources of 


knowledge. The more important of these are: 
a) One’s own experience and education 


b) Experience and education available through 


cooperation of others (Master Mind Alliance) 


c) Colleges and Universities 
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d) Public Libraries 


e) Special Training Courses (Through night schools, 
home study schools and online virtual courses in 


particular) 


As knowledge is acquired it must be organized and put 
into use, for a definite purpose, through practical 
plans. Knowledge has no value except that which can 
be gained from its application toward some worthy 


end. 


There are two kinds of knowledge. One is general, the 
other is specialised. General knowledge, no matter how 
great in quantity or variety it may be, is of but little use 
in the accumulation of money. The faculties of the 
great universities possess, in the aggregate, practically 
every form of general knowledge known to civilisation. 
Most of the professors have but little or no money. 
They specialise on teaching knowledge, but they do 
not specialise on the organisation, or the use of 


knowledge. 


Knowledge will not attract money, unless it is 
organised, and intelligently directed, through practical 
plans of action, to the definite end of accumulation of 
money. Lack of understanding of this fact has been the 
source of confusion to millions of people who falsely 
believe that “knowledge is power.” It is nothing of the 


sort! Knowledge is only potential power. It becomes 
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power only when, and if, it is organised into definite 


plans of action, and directed to a definite end. 


This “missing link” in all systems of education known 
to civilisation today, may be found in the failure of 
educational institutions to teach their students how to 


organise and use knowledge after they acquire it. 


Many people make the mistake of assuming that, 
because Henry Ford had but little “schooling,” he is not 
a man of “education.” Those who make this mistake do 
not know Henry Ford, nor do they understand the real 
meaning of the word “educate.” That word is derived 
from the Latin word “educo,” meaning to educe, to 


draw out, to develop from within. 


An educated man is not, necessarily, one who has an 
abundance of general or specialised knowledge. An 
educated man is one who has so developed the 
faculties of his mind that he may acquire anything he 
wants, or its equivalent, without violating the rights of 
others. Henry Ford comes well within the meaning of 


this definition. 


During the world war, a Chicago newspaper published 
certain editorials in which, among other statements, 
Henry Ford was called “an ignorant pacifist.” Mr Ford 
objected to the statements, and brought suit against the 
paper for libelling him. When the suit was tried in the 
Courts, the attorneys for the paper pleaded 
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justification, and placed Mr Ford, himself, on the 
witness stand, for the purpose of proving to the jury 
that he was ignorant. The attorneys asked Mr Ford a 
great variety of questions, all of them intended to 
prove, by his own evidence, that, while he might 
possess considerable specialised knowledge pertaining 
to the manufacture of automobiles, he was, in the 


main, ignorant. 
Mr Ford was piled with such questions as the following: 


“Who was Benedict Arnold?” and “How many soldiers 
did the British send over to America to put down the 
Rebellion of 1776?” In answer to the last question, Mr 
Ford replied, “I do not know the exact number of 
soldiers the British sent over, but I have heard that it 
was a considerably larger number than ever went 
back.” 


Finally, Mr Ford became tired of this line of 
questioning, and in reply to a particularly offensive 
question, he leaned over, pointed his finger at the 
lawyer who had asked the question, and said, “If I 
should really want to answer the foolish question you 
have just asked, or any other questions you have been 
asking me, let me remind you that I have a row of 
electric push-buttons on my desk, and by pushing the 
right button, I can summon to my aid men who can 
answer any question I desire to ask concerning the 


business to which I am devoting most of my efforts. 
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Now, will you kindly tell me, why I should clutter up 
my mind with general knowledge, for the purpose of 
being able to answer questions, when I have men 


around me who can supply any knowledge I require? 


The answer floored the lawyer. Every person in the 
courtroom realised it was the answer, not of an 
ignorant man but of an educated man. Any man is 
educated who knows where to get knowledge when he 
needs it, and how to organise that knowledge into 
definite plans of action. Through the assistance of his 
“Master Mind” group, Henry Ford had at his command 
all the specialised knowledge he needed to enable him 
to become one of the wealthiest men in America. Jt was 
not essential that he have this knowledge in his own 


mind. 


Before you can be sure of your ability to transmute 
desire into its monetary equivalent, you will require 
specialised knowledge of the service, merchandise, or 
profession which you intend to offer in return for 
fortune. Perhaps you may need much more specialised 
knowledge than you have the ability or inclination to 
acquire, and if this should be true, you may bridge 


your weakness through the aid of your “Master Mind” 


group. 


Andrew Carnegie stated that he, personally, knew 
nothing about the technical end of the steel business; 


moreover, he did not particularly care to know 
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anything about it. The specialised knowledge which he 
required for the manufacture and marketing of steel, 
he found available through the individual units of his 


master mind group. 
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TAKING CONTROL OF YOUR CASH-FLOW 


The following plan or formula is particularly designed 
for what some might term ‘people at the red line of 
life, Meaning that they are barely making it from 
paycheck to paycheck. There are times when you have 
to stop and take other measures to get started on the 
right track. Remember that old saying; “What do you 
do when you find yourself digging a hole? Stop 
digging.” If you really want to gain control of your cash 


flow, you're going to need these three key ingredients: 


i) A financial statement to know where you are 


financially 


Rich dad said, “If you want to be rich, you’ve got to 
understand numbers.” That’s why a person’s financial 
statement is their report card once they leave school. 
The numbers from the income statement, balance 
sheet, and monthly cash flow tell the story of where 


cash is flowing. 
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Goal: Get out of the Rat Race and onto the Fast Track by building up your Passive Income to be greater than your Total Expenses 


INCOME STATEMENT 


INCOME | Auditor | 


Seen (Person on your right) 


Salary: 
interest/Dividends: 








Passive Income : $ 
Real Estate/Business (Cash Flow from 

T oe interest/Dividends + 

Real Estate/Business) 











Total 
Income: $ 


EXPENSES 




















=e Number of 

Home Mortgage Payment: Children: 

Schoo! Loan Payment (Begin game with 0 Chikres) 

Car Loan Payment Per Child $ 

Credit Card Payment: Expense: 

Retail Payment: 

Child Expenses: Total $ 

Loan Payment: Expenses: 
Monthly Cash Flow (PAYCHECK): $ 

BALANCE SHEET (Total Income - Total Expenses) 


LIABILITIES 
Savings: Home Mortgage: 
Stocks/Funds/CDs: # of Shares: School Loans: 

Car Loans: 

Credit Cards: 

Retail Debt: 





Real Estate/Business: ; Real Estate/Business: Mortgage/Liability: 











WINE? 
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ii) Personal discipline 


iii) A game plan that’s going to take you where you want to go 


The following are the 10 steps recommended you follow in taking 


control of your cash flow: 
Step 1: Tell yourself the truth 


The first, and probably the toughest, step of all is to commit to tell 
yourself the truth — to face the grim reality of how much you owe 
and to whom you owe it. Presumably, it would be easy to lie to 
yourself and tell yourself you are doing well financially, which is what 


many people do. So, face the hard facts and tell yourself the truth. 


Step 2: Stop accumulating bad debt 


There’s a saying that goes; “When you find you’ve dug yourself into a 
whole...stop digging.” You basically need to put a freeze on all debt. 
Anything you purchase needs to be paid off that month. It would be 
advisable to stop adding to your existing credit card balances and 
take no new loans. This step alone forces one to be more cognisant 


of what monies are flowing out. 


Step 3: Make a list of All the debt you owe 


Write down every single debt you owe. This may include credit 


cards, school loans, car loans, boat loans, |OU’s to individuals such as 
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friends and family members, store credit accounts, vacation home, 
and your personal residence. Do not include debt for investments, 
such as rental properties and business investments. And just a 
reminder, your home is not considered an investment. We are 
dealing only with bad debt, and bad debt is debt that you pay for. 


Good debt is debt that someone else, such as tenants, pay for. 


Step 4: Hire a bookkeeper 


Hire a bookkeeper. He/she might become an invaluable member to 
your team. People often ask, “Why hire a bookkeeper when you 
have little-to-no money?” The answer is simple: because a 
bookkeeper forces us to face the truth of where you are financially 
every single month. Sitting with the bookkeeper, the question might 


then be; “How do we pay off this debt?” 


There are three reasons why bookkeepers are important: First, they 
keep accurate, neat, and orderly records. This is vitally important if 
you want to build wealth. The second reason is that having a 
bookkeeper can be a tremendous source of emotional support when 
facing the harsh realities of your financial situation. Reason number 


three is simply that rich people have bookkeepers on their team. 


So if you plan on climbing out of debt, staying out of debt, and 
becoming rich, a bookkeeper can be one of the most important 
people on your team. Saying it another way, poor and middle-class 
people do not have bookkeepers, rich people do. So find a way to 


afford a bookkeeper. 
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Pay yourself first 


If you read a book titled Rich Dad, Poor Dad by Robert T. Kiyosaki, he 
makes reference to the three-piggy-bank approach. This is where 
you set up three piggy banks: one for savings, one for tithing or 
charity and one for investing. Then set the percentage for each piggy 
bank at 10% each, for a total of 30% of all income you receive. If you 
receive $100, then $10 goes into the savings bank, $10 goes into the 
charity bank, and $10 into the investing bank. Do this with every 
dollar you receive. Here’s the key point. It’s not the percentage or 
the dollar amount you commit to that’s most important. You may 
choose to start with only 2%. What’s important is creating the habit 


of putting aside this money every month. 
The steps are simple: 


e Set up three piggy banks; savings, charity, and investing. 

e Decide what percentage of your income will go into each 
bank each month 

e Hold yourself accountable to “pay yourself first” with every 


dollar that comes into your home. 


The Formula 


Once the first four steps are in place, you are ready to move on to 
The Formula for the elimination of bad debt. Steps 5 through 10 
walk you through the specific formula that the founders of Rich 
Dad education and proprietors of the formula used to get from 
under the debt they owed. If you follow these guidelines closely, 


you will be amazed at how quickly you erase each debt, one at a 
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time, from the list you put together. The founders managed to pay 
off the debt they had amassed within five to seven years. You can 


too. 


Step 5: Make a visual picture of Each Debt 


From the list you’ve made in step #3, create a visual drawing of each 
debt. From there, you can determine which order each debt will be 


paid off. The following is how you do that. 


For each debt draw a quadrant like this: 


In the upper left-hand corner, write in the name of the debt. In the 
upper right-hand corner, write in the total balance owed. In the 
lower left-hand corner, write the minimum monthly payment. Now, 
divide the total balance owed by the minimum monthly payment. In 
the lower right-hand corner, write in this number and circle it in red. 
The circled numbers are the number of months it will take to pay off 


that specific debt. 
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For example, if the smallest circled number you find is 8, 
then you would write a #1 next to it. This is the first debt 
you will pay off. If the largest number circled is 166.6, then 
this would be the last debt you pay off. 


It will look something like this: 





The question they often hear is: “Shouldn’t | pay my debt with the 
highest interest rate first?” ‘Not necessarily for this formula to work,’ 
they articulate. The reason is this: It’s important that you see some 
immediate results in this process. Otherwise, it is easy to get 
discouraged and quit before even paying off one of your debts. By 
paying off the debt with the lowest circled number, you are also 
paying off the debt that will be the quickest to pay off. So you see 
results quickly. You can see that what you are doing is working. This 
visible progress makes it easier to keep moving ahead with this 


formula. 


As you can see above, you now have a clear outline of every debt 


you owe and the order in which you will pay off your debts. 
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Step 7: Find an extra $100 - $200 per month 


“Where am | going to find an extra $100 to $200 a month?” you ask. 
Face it, if you cannot come up with an additional $100 each month, 
then what do you think your chances are of becoming financially set 
in life? Probably pretty slim. If $100 per month is stopping you, then 
financial freedom will be nearly impossible to achieve. So do 
whatever you need to do, that is within legal, ethical and moral 
boundaries to create this extra amount of money each month. It may 
be a part-time job on Saturdays, selling items online, or creating a 
mini-seminar on your favourite hobby. You will probably surprise 
yourself with how easy it can be. Having said that, there’s nothing 


stopping you from creating more than $200 per month either. 


Step 8: except for your #1 debt, pay only the minimum monthly 


payment for each of your other debts 


Let me guess. You’ve been told that if you pay just a little extra on 
each credit card or loan, then you will reduce your debt quicker. Is 
that correct? That’s what they were told. However their credit cards 
never seemed to get paid off. For this formula to work, pay only the 
minimum monthly payment due on each debt and put the extra 
$100 to $200 towards Debt #1, you are paying the minimum monthly 
payment required PLUS $100 to $200 extra. 


Continue doing this each month until Debt #1is completely paid off. 
Go back to your chart of debts and place a big red “X” through Debt 


#1. Now celebrate! 
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Step 9: Move on to Debt #2 


You made it through the first milestone. Congratulations! Now turn 


to Debt #2. 


Except for Debt #2, pay only the minimum monthly payment 
required for all other debts. For Debt #2, pay the minimum monthly 
payment required for all other debts PLUS the full amount you were 


paying on Debt #1. 
For example, on Debt #2 you will pay the following each month: 


e The minimum monthly payment required on Debt #2 
e The minimum monthly payment you were previously paying 
on Debt #1, and 


e The additional $100 to $200 


Now you are paying more than simply the minimum monthly 
payment and the extra $100 to $200. With each debt you pay off, 


you will be accelerating your payments on the next debt. 


Continue each month until Debt #2 is paid off. Then put a red “X” 
through Debt #2. Celebrate! 
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Move on to Debt #3. Pay the following towards Debt #3 each month: 


e The minimum monthly payment required on Debt #3, 


e The total amount you were previously paying on 
Debt #2, which included: 


- The minimum monthly payment you were previously paying 


on Debt #2, 
- The minimum monthly payment you were paying on Debt 


#1, and 


the additional $100 to $200 





The Final Results 


By following this formula, all their debts, excluding the residence, 
were paid off in just over three and a half years. This is over $50,000 
of debt. It then took less than four and a half years to pay off the 
personal residence. So in just eight years, this person is completely 
debt-free. (The personal residence alone would have taken over 20 


years if a traditional payment schedule were followed). Now that all 


$106 


- 


the debt is paid off, this person has $3,010 per month to put towards 


investments. 


Just an extra $100 per month is the magic behind this formula. 


Eventually your debt chart will look like this: 








$106 3 5134 
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If you stick with this formula, you will be amazed at how quickly you 






can become debt-free. Many people report they are completely out 


of debt within five to seven years. 


Step 10: The monthly amount you paid on your final debt — Invest 


it! 


This process does not stop once you’ve paid all your debts. This is 


the point where you go from being debt-free to becoming rich! 


Take the total amount of money you were paying each month on the 
last debt you paid off and invest it! Do this every month. It’s very 
likely that the monthly amount has grown quite a bit since you 
started this process. Imagine having that much money every month 


to invest and, more importantly, to contribute towards you 
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becoming financially free — never having to worry about money 


again and living the life you choose! 


Remember this is a process. In order for this formula to work, you 
have to stick to it every month. If you say to yourself, “lIl go off the 
plan just this month,” then chances are, you’ll begin the habit of not 


following the formula and your debts will not go away. 


THE WASTE WATCHERS DIET 


Write down enough belt-tightening measures to yield 
at least $150 in savings each month (or as much as you 
can realistically save), then commit to shedding your 


budgetary flab. Your financial health depends on it. 





I agree to cut back on For a monthly savings of 














Signed Total $ 














LEADING 


The journey towards financial freedom and 
the achievement of one’s life objectives is as 
much about the spirit as it is about the 
material, and some would argue if not more 
about the spiritual. Many of those who have 
amassed wealth through sheer drive, 
ingenuity and tenacity will attest to this. And 
I would make reference to one example; 
Robert T. Kiyosaki who is an American real 
estate mogul and founder of the Rich Dad 


organisation, and he goes on to say: 


“In 1978, in my last year of active duty flying 
for the Marine Corps when I was stationed 
near home in Hawaii, I knew I wanted to 
follow in my Rich Dad’s footsteps. While in 
the Marines, I signed up for real estate 
courses and business courses on the 
weekends, preparing to become an 
entrepreneur in the Business (B) and 


Investor (I) quadrants. 


At the same time, upon a friend’s 
recommendation of a friend, I signed up for 
a personal development course in non- 
traditional education, hoping to find out who 
I really was. A personal development course 
in non-traditional education because I was 


not taking it for credits or grades. I did not 


know what I was going to learn, as I did for the real 
estate courses. All I knew was that it was time to take 
courses to find out about me. In my first weekend 
course, the instructor drew this simple diagram on the 


flip chart 










PHYSICAL 


MENTAL 


EMOTIONAL 


With the diagram complete, the instructor turned and 
said, “To develop into a whole human being, we need 
mental, physical, emotional and spiritual.’ Listening to 


her explanation, it was clear to me that traditional 
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schools were primarily about developing students 
mentally. That is why so many students who do well in 
school, do not do well in real life, especially in the 


world of money. 


As the course progressed over the weekend, I 
discovered why I disliked school. I realized that I loved 
learning, but hated school. Traditional education was a 
great environment for “A” students, but it was not the 
environment for me. Traditional education was 
crushing my spirit, trying to motivate me with the 
emotion of fear: the fear of making mistakes, the fear 
of failing, and the fear of not getting a job. They were 
programming to be an employee in the E or S 
(Specialist) quadrant. I realized that traditional 
education is not the place for a person who wants to be 


an entrepreneur in the B and I quadrants. 


This may be why many entrepreneurs never finish 
school — entrepreneurs like Thomas Edison, founder 
of General Electric; Henry Ford, founder of Ford 
Motor Company; Steve Jobs, founder of Apple; Bill 
Gates, founder of Microsoft; Walt Disney, founder of 
Disneyland; and Mark Zuckerberg, founder of 
Facebook. 


As the day went on and the instructor went deeper and 
deeper into these four types of personal development, 
I realised I had spent most of my life in very harsh 


educational environments. After four years at an all- 
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male military academy and five years as a Marine pilot, 
I was pretty strong and mentally and physically. As a 
Marine pilot, I was strong emotionally and spiritually, 
but all on the macho-male development side. I had no 
gentle side, no female energy; I was trained to be a 
Marine Corps officer, emotionally calm under 
pressure, prepared to kill, and spiritually prepared to 


die for my country. 


If you ever saw the movie “Top Gun” starring Tom 
Cruise, you get a glimpse into the masculine world and 
bravado of military pilots. I loved that world. I was 
good in that world, it was a modern-day world of 
knights and warriors. It was not a world of whimps. In 
the seminar, I went into my emotions and briefly 
touched my spirit. I cried a lot because I had a lot to 
cry about. I had done and seen things that no one 
should ever be asked to do. During the seminar, I 
hugged a man, something I had never done before, not 


even with my father. 


On Sunday night, it was difficult leaving this self- 
development workshop. The seminar had been a 
gentle, loving, honest environment. Monday morning 
was a shock once again to be surrounded by young 
egotistical pilots, dedicated to flying, killing and dying 
for country. After that weekend seminar, I knew it was 
time to change. I knew developing myself emotionally 


and spiritually to become a kinder, gentler and more 
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compassionate person would be the hardest thing I 
could do. It went against all my years at the military 


academy and flight school. 


I never returned to traditional education again. I had 
no desire to study for grades, degrees, promotions, or 
credentials again. From then on, if I did attend a course 
or school, I went to learn, to become a better person. I 
was no longer in the paper chase for grades, degrees 


and credentials. 


Growing up in a family of teachers, your grades, the 
high school and college you graduated from, and your 
advanced degrees were everything. Like the medals 
and ribbons on a Marine pilot’s chest, advanced 
degrees and brand-name schools were the stripes that 
educators wore on their sleeves. In their minds, people 
who did not finish high school were the unwashed, the 
lost souls of life. Those with Master’s degrees looked 
down on those with only bachelor degrees. Those with 
a PhD were held in reverence. At the age of 26, I knew I 


would never return to that world.” 


Note: In 2009, Robert received an honorary PhD in 
entrepreneurship from prestigious San Ignacio de Loyola 
in Lima, Peru. The few other recipients of this award are 


political leaders, such as the Former President of Spain. 


Leaders can and do make a difference. Nelson 
Mandela, Mohandas Gandhi, Joan of Arc, Abraham 
Lincoln, Franklin D. Roosevelt, John F. Kennedy and 
Martin Luther King, among others, have transformed 
entire societies through their words and by their 
actions. Individuals like Jeff Bezos (founder of 
Amazon.com), Esteé Lauder (founder of Esteé Lauder), 
Richard Branson (founder of the Virgin Group), Sam 
Walton (founder of Wal-Mart, Ray Croc (founder of 
McDonalds) and others have established organisations 
that provide goods and/or services that make a 


difference in our lives on a daily basis. 


Think also of those leaders in South African business 
who have and continue to make a difference, not only 
by establishing business organisations and providing 
direction in the business world, but also by 
transforming organisations from what they are into 
what they ought to be. Examples are Anton Rupert, the 
founder of the Rembrandt group, Donald Gordon, the 
founder of Liberty Life, Jeremy Ord, who developed a 
small, private, data-communications consultancy into 
the massive Dimension Data group, G.T. Ferreira, 
Laurie Dippenaar and Pat Goss, who, in 1977, formed a 
small company called Rand Consolidated Investments 
(RCI), which is today known as Rand Merchant Bank, 
Maria Ramos, who transformed Transnet, Steve Ross, 
who turned Edcon around, and Pieter Cox, the man 


credited with pumping up Sasol’s performance for his 
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success in globalising what could be described as a 
parochial South African oil company into a respected 


world player. 


Other examples include past chairman of the council 
of Eskom, Reuel Khoza, who repositioned the 
organisation as an internationally acclaimed enterprise 
and Graham Mackay, CEO of then SABMiller, who 
transformed SAB into one of the world’s largest 
brewers and shifted the company’s listing to London. 
Then there are Phil Gutsche Sr and Phil Gutsche Jr, 
whose visionary leadership and entrepreneurship took 
the SA Bottling Company (now Coca-Cola Sabco) 
from humble beginnings to its current position of 


anchor bottler for Coca-Cola. 


In order to transform an organisation, a leader clearly 
needs to understand the industry as well as the 
organisation, and take strategic actions as required. 
Think about these and other leaders within 
organisations, including Brian Daniel of Pfizer 
Laboratories. It is important to consider what 
leadership is, how one makes a difference and how to 
influence others. It is also essential to assess what it 
means to demonstrate effective or successful 


leadership and what is required. 


Leadership involves influencing others to act towards 


the attainment of a goal. It is based on interpersonal 
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relationships, not administrative activities and 


directives. 


For South African leader Brand Pretorius, ‘leadership 
is a never-ending challenge, a multi-faceted challenge 
everyone faces and no one can escape.’ For Pretorius, 
leadership is like the electricity that powers an 
organisation. People throughout an organisation can 
exercise leadership and the best organisations have 
effective leaders at all levels. A CEO would not succeed 
if he or she were a company’s only leader. Managers at 
the lower rungs of the organisation must also lead 
effectively. For example, Harry Oppenheimer could 
never have built Anglo American into the world giant 
it is today had he not wisely surrounded himself with 
young executives with that special quality of 
leadership. Similarly, Donald Gordon could never 
have built Liberty Life or Anton Rupert the great 
Rembrandt group without employing and 


empowering other leaders. 


Successful leadership depends on the leader 
establishing trust, clarifying the direction in which 
people should be headed, communicating so that 
people feel confident that they can make the right 
decisions, encouraging others to take risks and, finally, 


having a source of power. 


The following are important factors of leadership: 


Unwavering courage based upon knowledge of 
self, and of one’s occupation. No follower wishes 
to be dominated by a leader who lacks self- 
confidence and courage. No intelligent follower 


will be dominated by such a leader very long. 


Self-control. The man who cannot control 
himself, can never control others. Self-control 
sets a mighty example for one’s followers, which 


the more intelligent will emulate. 


A keen sense of justice. Without a sense of 
fairness and justice, no leader can command 
and retain the respect of his followers. 

Definiteness of decision. The man who wavers 
in his decision, shows that he is not sure of 


himself. He cannot lead others successfully. 


Definiteness of plans. The successful leader 
must plan his work, and work his plan. A leader 
who moves by guesswork, without practical, 
definite plans, is comparable to a ship without a 


rudder. Sooner or later he will land on the rocks. 


The habit of doing more than paid for. One of 
the penalties of leadership is the necessity of 
willingness, upon the part of the leader, to do 


more than he requires of his followers. 


A pleasing personality. No slovenly, careless 


person can become a successful leader. 
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Leadership calls for respect. Followers will not 
respect a leader who does not grade high on all 


factors of a pleasing personality. 


Sympathy and understanding. The successful 
leader must be in sympathy with his followers. 
Moreover, he must understand them and their 


problems. 


Mastery of detail. Successful leadership calls for 


mastery of details of the leader’s position. 


Willingness to assume full responsibility. The 
successful leader must be willing to assume 
responsibility for the mistakes and 
shortcomings of his followers. If he tries to shift 
this responsibility, he will not remain the leader. 
If one of his followers makes a mistake, and 
shows himself incompetent, the leaders must 


consider that it is Ae who failed. 


Cooperation. The successful leader must 
understand, and apply the principle of 
cooperative effort and be able to induce his 
followers to do the same. Leadership calls for 


power, and power calls for cooperation. 


There are two forms of Leadership. The first, and by 
far the most effective, is leadership of consent of, and 


with the sympathy of the followers. The second is 
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leadership by force, without the consent and 


sympathy of the followers. 


History is filled with evidences that Leadership by 
Force cannot endure. The downfall and disappearance 
of “Dictators” and kings is significant. It means that 


people will not follow forced leadership indefinitely. 


The world has just entered into a new era of 
relationship between leaders and followers, which very 
calls for new leaders, and a new brand of leadership in 
business and industry. Those who belong to the old 
school of leadership-by-force, must acquire an 
understanding of the new brand of leadership 
(cooperation) or be relegated to the rank and file of the 


followers. There is no other way out for them. 


The relationship of employer and employee, or leader 
and follower, in the future, will be one of mutual 
cooperation, based upon an equitable division of the 
profits of the business. In the future, the relationship 
of employer and employee will be more like a 


partnership than it has been in the past. 


Napoleon, Kaiser Wilhelm of Germany, the Czar of 
Russia, and the king of Spain were examples of 
leadership by force. Their leadership passed. Without 
much difficulty, one might point to the prototypes of 
these ex-leaders, among the business, financial, and 


labor leaders across the globe who have been 
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dethroned or slated to go. Leadership-by-consent of 


the followers is the only brand which can endure! 


Men may follow the forced leadership temporarily, 


but they will not do so willingly. 


The new brand of leadership will embrace the eleven 
factors of leadership, described in this chapter, as well 
as some other factors. The man who makes these the 
basis of his leadership, will find abundant opportunity 
to lead in any walk of life. The depression in America 
was prolonged, largely, because the world lacked 
leadership of the new brand. At the end of the 
depression, the demand for leaders who are 
competent to apply the new methods of leadership has 
greatly exceeded the supply. Some of the old type of 
leaders will reform and adapt themselves to the new 
brand of leadership, but generally speaking, the world 


will have to look for new timber for its leadership. 


This necessity may be your opportunity! 
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CONTROLLING om 


Sometimes the task of writing down 
financial plans is not necessarily an easy 
process, nor does it make sense at first. But 
after a while, the planner becomes very clear 
where they are financially, and where they 
want to go. Once the planner knows that, the 
planning process becomes easier. In other 
words, for most, the hardest part is figuring 
out what they want. Thus, the imperative 
question to ask when examining one’s 
mental-attitude is; are you willing to invest 
the time to find out where you are 
financially today and where you want to be 
financially, and are you willing to spell out 


how you plan to get there? 


It is only through having clear and definitive 
goals is then one able to determine one’s 
direction; make the necessary adjustments 
in one’s spiritual, emotional, mental and 
physical faculties; and galvanise resources in 
advancement towards those goals. Chief 
amongst those resources available to almost 
everyone, is time. Often an overlooked 
commodity and as a result leads people to 
spend it wastefully. Truth is, if you don’t 
value your own time, there’s always 


someone who is willing to put it to use in 


advancing their goals and will gladly pay you for it. 


Many would-be entrepreneurs often list as obstacles 
lack of capital, and as a result give up pursuing their 
dream of starting a business; when in fact they have 
the primary resource of time at their disposal. A good 
example of time use would be investing it in acquiring 
knowledge. It is through knowledge acquisition and its 
application that one finds innovative solutions to the 
many problems that arise in building a business. And 
through research, one might find that it is not money 
that they need but access to money. Being able to 
borrow money is more important than having money. 


Borrowing lets you leverage. 


So in essence, how an entrepreneur utilises this 
important resource has significant implications on the 
chances they have in reaching their goals. Success 
requires excellence; and as philosopher Aristotle says, 
“Excellence is an art won by training and habituation. 
We do not act rightly because we have virtue or 
excellence, but we rather have those because we have 
acted rightly. We are what we repeatedly do. 


Excellence, then, is not an act but a habit.” 


And so success is a cumulative process of consistent 
action and the forming of positive habits that will 


enable the entrepreneur to reach their goals. 


More specifically, the controlling function in 
management can be described as the process by which 
a person, group or organisation consciously monitors 
performance and takes corrective action. Just as the 
thermostat sends signals to a heating system that the 
room temperature is too high or too low, so a 
management control system sends signals to managers 
that things are not working out as planned and that 


corrective action is needed. 


Phil Knight, founder of Nike, believes that Nike’s 
success is due to its competitive spirit, its ability to 
respond to customers’ needs with diverse and genuine 
products, and its control procedures. In the control 


process at Nike, managers do the following: 


Set standards of performance 
Measure current performance against those standards 
Take action to correct any deviations 


Adjust the standards if necessary 


Nike establishes budgets for each shoe line, such as 
cross-training, aerobic, walking, basketball, and holds 
its managers responsible for meeting production and 
financial goals. If a shoe line cannot meet its goals, the 
line is replaced. Mark Parker, CEO of Nike, spends a 


lot of time travelling globally, visiting retailers. 


He learns what customers want in terms of product 


quality, performance and price. He uses this 
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knowledge when setting performance standards for 
the company. At the same time, he reinforces the 
message that a retailer in Singapore or Johannesburg is 
just as important as one in New York City and that 
every consumer can count on a consistent 


commitment to quality. 


Controls are both useful and necessary. Effective 
control can be one of the keys to increased profits for 
your business by means of savings on unnecessary 
wastage, theft, and inappropriate use or allocation of 


resources. 


TIME USE 


“One of your greatest assets is time. One of the reasons 
most people do not become rich is because they do 


not make good use of their time.” 


For one week, use the form below to track how you 
spend your time. Be diligent and track how you spend 
every hour. How well you track your time will 
influence how well you will be able to use the Time 
Budget Grid. 
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Time Use Grid 


Tuesd | Wedn | Thurs 
Time | Sunday | Monday Friday Saturday 
ay esday day 





12 a.m. 





1 am. 





2 a.m. 





3 a.m. 

















8 a.m. 





9 a.m. 





10 a.m. 





11 a.m. 





12 


noon 





1 p.m. 





2 p.m. 





3 p.m. 





4 p.m. 





5 p.m. 





6 p.m. 





7 p.m. 





8 p.m. 





9 p.m. 





10 p.m. 





11 p.m. 
































TIME BUDGETING 


Now that you have tracked how you spent a week of 
your time, you are ready to create a general budget of 
how you will need to spend your time going forward 


to reach your goals. 


The idea is to allocate blocks of time to various 
pursuits (e.g. increasing your financial knowledge, 
researching investments, exercise, etc.) that will help 
make you a better person and allow you to achieve 


your goals. 


Time Use Grid 


Tuesd | Wedn | Thurs 
Time | Sunday | Monday Friday Saturday 
ay esday day 





12 a.m. 
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2 a.m. 





3 a.m. 
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9 a.m. 





10 a.m. 





11 a.m. 
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4 p.m. 





5 p.m. 





6 p.m. 





7 p.m. 





8 p.m. 





9 p.m. 





10 p.m. 





11 p.m. 
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I thought I'd share a story with you I came across; it 
was a story told to Robert by his rich dad. The story 
goes like this: 


“Once upon a time there was this quaint little village. It 
was a great place to live except for one problem. The 
village had no water unless it rained. To solve this 
problem once and for all, the village elders asked 
contractors to submit bids to deliver water to the 
village on a daily basis. Two people volunteered to 
take on the task, and the elders awarded the contract to 
both of them. They felt that a little competition would 


keep prices low and ensure a backup supply of water. 


“The first person who won the contract, Ed, 
immediately ran out, bought two galvanized steel 
buckets and began running back and forth to the lake 
with his two buckets. He would empty them into the 
large concrete holding tank the village had built. Each 
morning he had to get up before the rest of the village 
awoke to make sure there was enough water for the 
people. It was hard work, but he was very happy to be 
making money and for having one of the two 


exclusive contracts for this business. 


“The second winning contractor, Bill, disappeared for 
a while. He wasn’t seen for months, which made Ed 
very happy, since he had no competition. Instead of 
buying two buckets to compete with Ed, Bill wrote a 


business plan, created a corporation, found four 
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investors, employed a president to do the work, and 
returned six months later with a construction crew. 
Within a year, his team had built a large-volume 
stainless-steel pipeline which connected the village to 
the lake. At the grand-opening celebration, Bill 
announced that his water was cleaner than Ed’s water. 
Bill knew that the villagers had complained about the 
water’s lack of cleanliness. Bill also announced that he 
could supply the village with water 24 hours a day, 7 
days a week. Ed could only deliver water on weekdays 
because he didn’t want to work on weekends. Then Bill 
announced that he would charge 75 per cent less than 


Ed did for this higher-quality, more-reliable water. 


“The villagers cheered and immediately ran for the 
faucet at the end of Bill’s pipeline. “In order to 
compete, Ed immediately lowered his rates by 75 per 
cent, bought two more buckets, added covers to his 
buckets and began hauling four buckets each trip. In 
order to provide better service, he hired his two sons 
to give him a hand on the night shift and on weekends. 
When his boys went off to college, he said to them, 
‘Hurry back because someday this business will belong 


to you.’ 


“For some reason, his two sons never returned. 
Eventually, Ed had employees and union problems. 
The union demanded higher wages and better benefits 


and wanted its members to only haul one bucket at a 
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time. Meanwhile, Bill realized that if this village 
needed water, then other villages must need water too. 
He wrote his business plan and delivery system to 
villages throughout the world. He only makes a penny 
per bucket of water delivered, but he delivers billions 
of buckets of water every day. Whether he works or 
not, billions of people consume billions of buckets of 
water, and all that money pours into his bank account. 
Bill developed a pipeline to deliver money to himself, 


as well as water to the villages. 


“Bill lived happily ever after. Ed worked hard for the 
rest of his life and had financial problems forever 


after. 


Part |I| 


How to 
Build a Career 





Ever wondered why so many of today’s artists achieve 
so much recognition and airplay of their music and 
yet they still struggle to make a living as artists? Why 
only a few “make it.” After some research it finally 
dawned that unfortunately success in the music 
business - as it stands - is not decided by talent but 
by contractual agreements and business 
relationships. It is ultimately those artists that not 
only view music from an artistic point of view but 
also as a business that succeed. 





With the founding of the website 
www.musicmatters.org.za; the aim is to create 
awareness of music as an industry and musicianship 


skills as needing to include business skills. 


Simply put the focus of the Music Matters 
organisation is to empower the musician by equipping 
him/her/them with knowledge of the mechanics of 
the music business and fundamental business skills 
required to run a successful enterprise and music 


career. 


We see it so many times where the musician over the 
span of their career releases widely renown and 
enjoyed music which also goes on to sell massive 
amounts of copies and/or achieve some other 
commercial success but unjustly, the artist is deprived 
of enjoying the majority of that material success 
because of lack of knowledge of the business aspects of 
the industry or in most cases simply being duped by 
labels or some other unscrupulous individuals who 
promise the artist heaven and earth only to leave them 
high and dry after a string of shady business deals. At 
the end of that sordid tale, the artist dies as a pauper 


with nothing to show for all their hard work. 


I created the website as a one-stop resource for first 
and foremost the musicians and artists, persons of avid 
interest in the mechanics of the music business, but 


also for other professionals within the music industry 
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both globally and also with specific reference to the 
African perspective, partly because I am an African 
creative and I wish to help cultivate a different breed 
of (African) artist who is in complete control of 
his/her/their craft - able to derive maximum yields 
from their music careers and retain full ownership of 


their artistic produce (if they so desire). 


While the music industry is varied and with many 
different components; it is important for the 
“MusicPreneur” to familiarise himself with its 
different facets and build a basic understanding of its 
tenets, role-players, institutions, the value chain that 
makes it possible to deliver the end-product to the 
consumer and how to unlock value in its different 
stages as well as capitalise on the many opportunities 


available within the music industry. 


This book is written from the perspective of 
musicians/bands that wish to build a commercially 
sound enterprise around their craft. At the core and as 
a foundation is of course the musical 
ability/talent/prowess of the artist and will refrain 
from discussing because it’s beyond the scope of this 


report. 


But, what some may argue, is equally as important is 
the musician’s entrepreneurial skills and efficiency 
that determine the level of success. While an 


enterprise might have impressive systems and 
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procedures in place, at the nucleus of any successful 
business is its people for it is they that ultimately 
implement those systems; thus forming the basic 
rationale for why building a proficient professional 


team is essential for commercial success. 


Building a strong professional team is the starting base 
of realising a notable career and with the 
musician/band at the helm, they are responsible with 
interfacing with all team members ensuring that 
ultimately THEIR vision is implemented and 
achieved. Although each member of the team is a 
specialist in one or several fields and consequentially 
executes the assigned tasks — it is highly important that 
the musician also understands the basics of each 
member’s discipline therefore forming a 
comprehensive understanding of what a music 


business entails. 
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ENTITY FORMATION 


Welcome to the world of asset protection 
and entity formation. As you gain 
knowledge of strategies and advantages; you 
will come to appreciate your six main menu 


choices: 

In the United States of America 

- C corporation 

- S corporation 

- Limited Liability Company (LLC) 
- Limited Partnership (LP) 

- General Partnership 


- Sole Proprietorship 


In South Africa 

- Public company (limited) 

- Private company (proprietary limited) 
- Business Trust 

- Co-operatives 

- Non-Profit Company 


- Partnership 


- Sole proprietorship 


As legal and business systems and traditions have 
developed over the last five hundred years, several 
structures for running a business have evolved. Each 
structure or entity, has its own benefits and drawbacks, 


which we will explore. 


First off: What does the word ‘entity’ mean? It refers to 
an organisation (be it a business or governmental unit) 
which has a legal identity separate from its members. 
It is derived from the Latin word ‘ens,’ meaning an 
existing or real thing. So an entity is a real thing, 
distinguishable and apart from its owners. (two of the 
six choices aren't really real things, which, as you will 


learn, is not a good thing.) 


As a frame of reference for making your entity 
selection, it is important for you to clarify your 
strategy in this planning. The purpose of this chapter 
is for you to clearly understand and choose the best 
entity for your unique and specific purpose. To that 


end, the following checklist should be considered: 
l. Protection of family assets and investments 
2. Management control 


3. Avoiding family disputes 
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4. Flexibility of decision making 


5. Succession of children and other family 


members to management 


6. The nature of the business to be operated 
7. The nature of the asset to be held 

8. The number of owners involved 

9. Estate planning and gifting of assets 


10. Who may legally obligate the business 
ll. Effect upon an owner's death or departure 


12. The need for start-up funding and raising of 


capital 
13. Taxation 
14. Privacy of ownership 


15. Consolidation of assets and investments 


These and other issues will become apparent as we 
review your choices. And please note, your decision 
does not have to made alone. It is recommended that 
these issues be discussed with your attorney, 
accountant, or other professional advisor. An 
individual well versed in these areas will provide 


excellent insight into which entity is right for you. By 
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reading this section, you will be better able to work 
with your professional advisors. They won’t have to 
spend time explaining all of the tax issues and 
limitations of liability strategies to you. By reading this 
section you will have a leg up. When you meet with 
your advisors you won't be stepping up to the plate for 
the first time. Instead, you'll be at second base, ready 
to score. (fear not, our sports analogy is also our last 


one.) 


It is important to know that in entity selection one size 
does not fit all. If your attorney or accountant suggests 
only one entity, a general partnership for example, for 
each and every business venture you have him or her 
review, you will want to question why they believe one 
entity fits all situations. Or you may want to seek out a 


new professional advisor. 


We will discuss which entities work well in various 
business and asset holding scenarios. But before doing 
so, we must point out which entities do not work well 
in any situation. For as important as knowing which 
entity to use for running your business, protecting 
your assets, and limiting your liabilities is knowing 


which entity NOT to use. 
Bad entities 

- Sole proprietorships 
- General partnerships 
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One practitioner goes on to say; “In my legal practice I 
represent various businesses, from small and basic to 
large and complicated. I enjoy helping entrepreneurs 
and business owners make money, provide for their 


families and employees, and secure a stable future. 


I cannot do my job if a client insists on using a bad 


entity.” 


Sole proprietorships and general partnerships provide 
no asset protection. Remember the Latin word ‘ens’ It 
means an existing or real thing. These bad entities are 
not separate legal ‘things.’ You haven’t registered them 
in your jurisdiction. Instead, they are just you, doing 
business without any protection. One lawsuit against 
your business, and your house, savings, and personal 


assets can all be lost. Our first case is illustrative. 


Case No. 1: Johnny 


Johnny was a plumber. He had been at it for five years 
and was starting to succeed. His customers were 
satisfied with his work and the word of mouth for 


Johnny’s Ace Plumbing was good. 


While Johnny was a good plumber, he felt intimidated 
by legal matters. Lawyers and accountants were 
supposed to be smart, so the work they did must be 


difficult. When Johnny was a young boy his father had 
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been unfairly treated by a lawyer. He remembered it 


to this day, and wanted nothing to do with them. 


So instead of consulting with a professional on how 
best to conduct his business, Johnny let his part-time 
bookkeeper select an entity off the menu. The results 


were disastrous. 


Johnny’s part-time bookkeeper knew only that 
forming a corporation required filing special 
documents with the state but did not know how to file 
them. He knew that a corporation needed to file a 
separate tax return but was not sure of the ins and outs 
of preparing one. And so he suggested Johnny use a 
sole proprietorship because he knew how to handle 
one and always suggested one for his clients. One size 
fits all. 


The problem was that a sole proprietorship provides 
absolutely no asset protection. By operating as a sole 
proprietorship Johnny has unlimited liability for the 
debts, claims, and obligations of the business. This 
unlimited liability meant that his house and savings 
and personal assets were exposed to the claims to the 


claims of others. 


Of course, as in all horror stories, a demon entered 
Johnny’s business. He has hired Damien as an 
employee to assist with his growing workload. Damien 


seemed like a decent guy and appeared to know the 
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plumbing business. Johnny did not bother to do a 
background check on Damien. After one week on the 
job, Damien assaulted one of Johnny’s customers while 
they were alone in her house. Without going into the 
sordid details, this woman was so severely traumatised 
by what Damien did to her in her own home that she 


and her family had to move away. 


Within three weeks of the incident Johnny’s business 
was sued. Because Johnny was a sole proprietor, this 
meant that he, and not the business itself, as with a 


corporation, was sued and had to defend himself. 


The lawyers suing for the woman did the background 
check of Damien that Johnny did not do. Damien was 
a recently released ex-convict with a history of sexual 
assaults. Johnny did not have the insurance to cover 
such a claim. The case went forward. The lawyers 
argued to a jury that Johnny’s business was 
irresponsible for failing to check up on Damien and 
was responsible for the consequences. They presented 
to the jury what was true — a business is vicariously 
liable, or responsible, for the acts of its employees. The 
jury was horrified by the whole case and awarded 


damages of $10 million. 


Johnny was wiped out. As a sole proprietor he was 
completely and personally responsible for every claim 


the business incurred. And he had attorneys with a 
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one-third contingent interest in the collection of $10 


million after him. 


Johnny lost his house, his savings, and his family. The 
stress of it all resulted in his wife divorcing him, 
obtaining custody of the children, and moving away. 
Johnny declared bankruptcy. He ended up a broken 
man despising lawyers and his country’s legal system 
all the more. The irony, of course, is that by consulting 
with a lawyer and using the legal system to his 
advantage, Johnny could have prevented the 
disastrous consequences that resulted from relying on 
a part-time bookkeeper with a _ one-size-fits-all 


mentality for entity selection. 


A competent lawyer would have told Johnny that there 
were risks-known and unknown - in running any 
business. To protect yourself from such risks you need 
to limit your liability by establishing a corporation or 
other good entity. A good entity is one that shields and 
protects your personal assets from business risk. A bad 
entity is one that provides you no protection 
whatsoever. By using a good entity Johnny could have 
used the legal system - which has evolved to 
encourage business activity and limit the liability of 


risk takers — to his advantage. 


Other sole proprietorship disadvantages 
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As if personal liability was not bad enough, there are 
several other disadvantages to using sole 


proprietorship: 


- Owners. There can only be one owner of a sole 
proprietorship. If you later want to bring on owners 


you will have to switch to another business entity. 


- Sale. It is hard to sell a sole proprietorship since 


its value is based on the owner and not the business. 


- Death. When a sole proprietor dies, the sole 
proprietorship terminates. The sole proprietor’s 
successors can only sell assets, not the business as a 


going concern. 


- Audit Risk. Because sole proprietors report their 
business profits and losses to the IRS on Schedule C, 
there is a much higher risk of IRS audit. Schedule C 
returns are audited at a five times greater rate than 


corporate tax returns. 


A general partnership is also a bad entity. In fact it is 
twice as bad as a sole proprietorship because you have 
twice the personal exposure: personal liability for acts 
and your partners’ acts. This will be illustrated in Case 
No. 2 ahead. 


Whenever two or more persons agree to share profits 
and losses a partnership has been formed. Even if you 


never sign a partnership agreement, state law provides 
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that under such circumstances you have formed a 


general partnership. 


A written partnership agreement is not required by 
law. A handshake is acceptable for formation. In the 
event you do not sign a formal document, you will be 
subject to your state’s applicable partnership law. This 
may not be to your advantage, since such general rules 
rarely satisfy specific situations. As an example, most 
states provide that profits and losses are to be divided 
equally among the partners. If your oral 
understanding is that you are to receive 75 per cent of 
the profits, state law and your handshake will not help 
you. Instead, against your wishes, state law may have 
you sharing 50-50. You are better advised to prepare a 
written agreement addressing your rights and rewards. 
But again, you are better off not using a general 


partnership in the first place. 


Unlike a sole proprietorship, in which only one 
individual may participate, by definition, a general 
partnership must consist of two or more people. You 
cannot have a one-person partnership. On the others 
hand, you may have as many partners as you want in a 
general partnership. This may sound like a blessing 


but it is actually a curse. 


The greatest drawback of a general partnership is that 
each partner is liable for the debts and obligations 


incurred by all other general partners. While you may 
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trust the one general partner you have not to 
improperly obligate the partnership, the more general 
partners you bring aboard the greater risk you run that 


someone will create serious problems. 


And remember, just as with a sole proprietorship, your 
personal assets are at risk in a general partnership. 
Your house and your life savings can be lost through 
the actions of your partner. While you may have had 
nothing to do with the decision that was made and you 
may have been five thousand miles away when it was 
made, you are still personally responsible for it as a 


general partner. 


As such, a general partnership is much riskier than a 
sole proprietorship. In a sole proprietorship, only the 
proprietor can bind the business. In a general 
partnership, any general partnership, any general 
partner — no matter how wise or, unfortunately, how 
ignorant — may obligate the business. By contrast, 
limited liability companies, limited partnerships, and 
corporations offer much greater protection. All of 
them offer owners limited personal liability for 


business debts and the acts of others. 


It should be noted that because of these unlimited 
risks the last thing you want to do is become a general 
partner of an enterprise in which you do not have day- 


to-day management control. If you do not thoroughly 
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know what is going on in the company you should not 


put your future on the line as a general partner. 


Case No. 2: Louise 


Louise had worked for someone else all her life. For 
the last ten years she had worked in the gift section of 
a large department store. She did not like the floor 
manager insisting she do things a certain way when 
she knew her way would generate more sales for the 
company. It was all petty politics. She looked forward 
to the day when she could open her own business and 


make her own decisions. 


Then one day, Maxine came to work at the 
department store. The two of them hit it off 
immediately. Maxine had a certain style and attitude 
that appealed to Louise. They had similar interests, the 
same feel for what the customers wanted, and the 
same desire to escape working for a faceless 
corporation filled with narrow-minded managers who 
stifled their every idea for improvement. Soon they 


were talking about opening their own gift boutique. 


Louise had managed to save $10,000 to pursue her 
dream. Maxine did not have any money to contribute, 
but convinced Louise that she would contribute her 


first $5,000 in profits back into the business. 
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Louise was not aware that agreeing to form a 
partnership with Maxine without getting a written 
agreement as to distributions meant that they were 
automatically 50-50 partners. While Louise put up all 
the money and Maxine orally agreed to put her profits 
back later, the law treated them as each owning 50 per 


cent of their new business, L & M Gifts. 


In nine businesses out of ten there are problems when 
only one partner puts up all the money. L & M Gifts 
was no exception. Maxine wanted the store to have the 
right atmosphere. She decided on leasing a storefront 
in a nice area and obligated the partnership to a three- 
year lease at an above-market rate. She decided on 
stylish tenant improvements to achieve the right look 
for her dream store. She then obligated the 
partnership to buy a large quantity of gifts in order to 


stock the store. 


Before L & M Gifts opened its doors the partnership 
had obligated itself to spend $12,000 on 
improvements. They were also obligated to pay $1,500 
per month in rent for the next three years. Louise was 
not aware of these transactions. However, as a general 
partner, Maxine could obligate the partnership 
without informing or getting the approval of her other 


partner. 


Louise wanted to announce their grand opening by 


placing an ad in the newspaper. Because they were a 
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new business, the paper wanted a check up front. 
When Louise went to write a check it hit her. They 
were out of money. Maxine had spent Louise’s entire 


$10,000, and then some, to open the store. 


When Louise confronted Maxine with this Maxine was 
unconcerned. She asked Louise if she could put up any 
more cash. But Louise did not have any more money. 
Her life savings, her dream of her own business and 
control of her future, was the $10,000 that Maxine had 
already spent. 


Maxine said she did not have a credit card but asked if 
Louise had or could get a credit card to help them get 
over this hump. Maxine said that if they could just get 
the doors open together they would be rolling in 
profits. It was with this comment that Louise realised 
that she was putting up all the money and taking all 


the risk so that Maxine could share in all the profits. 


Louise was shaken by this realisation but remained 
composed. She said she did not have a credit card nor 
did she have good enough credit to get one. At this 
Maxine flew off the handle. She said that she had 
invested all her ideas of style and atmosphere into the 
business. All Louise had to do was put up the money. 
She was furious that her creative vision for L & M 
Gifts was to be dimmed by Louise’s refusal to put in 


more money. 
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Louise was stunned by her partner’s reaction. She had 
put her life savings into the business. Maxine, without 
telling her, had squandered it. And now Maxine was 
angry that she could not put in more. As one would 
expect, things soured very quickly between the two. As 
soon as Maxine learned that no more money was 
forthcoming, she reignited a relationship with an old 
boyfriend who lived two thousand miles away. She 
picked up and left town within forty-eight hours. No 


one heard from her again. 


Louise was left with all the bills. Because Maxine had 
obligated the partnership, even though Louise had no 
knowledge of such obligations, Louise as the 


remaining general partner was personally responsible. 


The landlord, the contractor who did the tenant 
improvements and the suppliers of the inventory all 
sued Louise. While Maxine was equally responsible (if 
not more so) for these debts, the creditors did not even 
bother to pursue her. She had no money and she was 
on the other side of the country. Why would someone 
spend the time and money to chase her? The sole 


burden of the partnership’s debts fell upon Louise. 
Other General Partnership disadvantages 


As if all of the risk and double the exposure were not 
bad enough, there are other disadvantages to 


operating as a general partnership: 
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- Termination. A partnership terminates when 
one partner dies, leaves, or goes bankrupt. You may be 


surprised by some unexpected event. 


- Sale. Most sophisticated buyers do not want the 
risk of being in a general partnership. This will hinder 


the ability to sell your interest in a general partnership. 


- Self-employment taxes. Please note here that all 
general partners (even those not considered 
employees of the partnership) must pay self- 
employment taxes on their share of partnership 
income. Several good entities ahead offer ways to 


reduce such taxes. 


With her life savings gone and her vision of her own 
business dashed, Louise unhappily went back to work 
at the department store. As Case No. 2 illustrates, with 
a general partnership you have double the exposure of 
a sole proprietorship. Not only you — but your partner 
— can put your personal assets at risk. All of the risk 
and double (or triple or more depending on the 
number of general partners you have) the exposure is 


not a good way to do business. 


As our first two cases point out, it is important to select 


the correct entity at the start. 
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The private company 


A private company exists for the purpose of making 
profits for its shareholders. It may be incorporated by 
one or more persons and there is no restriction on the 
maximum number of shareholders who may 


participate in the company. 


One of the key attractions regarding private 
companies is the fact that they offer investors limited 
liability protection. Shareholders are not liable for the 
debts and liabilities of the company. Directors are also 
protected from liability unless they breach their duties 
as directors. The company is a separate legal person to 
both its shareholders and its directors, which means 
that the company owns the business and the assets, 
which are registered in the name of the company 
rather than in the names of its shareholders or 


directors. 


The company can sue and be sued in its own name 
and has perpetual succession or legal continuity. If its 
shareholders or directors are replaced, the company 
can continue indefinitely. Private companies may 
therefore be hundreds of years old. Shareholders are 
able to participate in the profits of the company 
through dividends and lenders are able to put in place 
various security arrangements by, for example, taking 
security over the shares of the company and/or the 


assets of the company. 
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There are tax advantages to setting up a company. For 
example, companies are currently subject (in South 
Africa) to a maximum corporation tax income of 28% 
rather than 41% which generally applies to sole traders, 
partners (as individual persons) and trusts. Private 
companies must register their governing documents, 
Memorandum of Incorporation (MOI), with the 
Companies and Intellectual Property Commission 
(CIPC). This information is publicly accessible. Private 


companies may not offer their shares to the public. 


The name of a private limited company must end with 
the words ‘proprietary limited’ or the abbreviation 
‘(Pty) Ltd’. 


Trusts 


A trust is generally applicable for social enterprises 
that provide services to beneficiaries. In other words, a 
social enterprise that does not depend on, for instance, 
trade activity as its core business. Typically, trusts are 
set up to manage rather large pools of capital for 


beneficiaries. 


A trust is created through written agreement. The 
founder of the trust, known as the ‘settlor’, hands over 
control of assets to another person known as the 
‘trustee’. The trustee administers those assets for 


his/her beneficiaries, who are identified in the written 
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agreement. Trusts have been used to preserve wealth 
and to protect assets from the claims of creditors. A 
business trust, unlike an ordinary trust, authorises the 
trustees to use the assets for the purpose of continuing 
a business activity rather than just protecting the trust 
assets. However, the trustee always has fiduciary duties 
to act in the interest of the beneficiaries and cannot 


benefit from the trust assets. 


The object of a trust will determine whether it is a for- 
profit or non-profit trust. For-profit trusts are often 
referred to as ‘business trusts’ whilst non-profit trusts 


are often referred to as ‘charitable trusts’. 


Business trusts were once popular because of the tax 
advantages associated with them, but these advantages 
have increasingly decreased to the extent that business 
trusts now generally pay higher rates of income tax 
and capital gains tax than private companies. From a 
regulation perspective, business trusts are less 
regulated than companies, but more regulated than 
partnerships, since trusts must be registered with the 
Master of the High Court and adhere to the 
requirements of the Trust Property Control Act. The 
Master of the High Court exercises a high degree of 
supervision over the appointment of trustees and may 
call trustees to account for the administration of trust 
property. A trustee can be removed if he/she has acted 


in bad faith, breached his/her fiduciary or statutory 
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duties, been sequestrated, or convicted of an offence 


that involved dishonesty. 


Co-operatives 


Co-operatives must be registered with the Companies 
and Intellectual Property Commission (CIPC) and are 
governed by the Co-operatives Act, which defines 
them as: “An autonomous association of persons 
united voluntarily to meet their common economic, 
social or cultural needs and aspirations through a 
jointly owned and democratically controlled 
enterprise organised and operated on co-operative 


principles” 


Members pool resources together and/or apply labour 
for their collective benefit and may be provided with 
products and/or services from the co-operative. Co- 
operatives always operate for the gain of their 
members. Importantly, they cannot obtain Public 
Benefit Organisation (PBO) or Non-profit 
Organisation (NPO) status as set out in the Income Tax 


Act and Non-profit Organisation Act (the NPO Act). 


A co-operative may, in its constitution, provide for the 
benefit of limited liability, or its members may be 
exposed to personal liability depending on how the 
co-operative’s constitution is drafted. All co-operatives 


must include the words “ co-operative” or “co-op” as a 
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part of their name and where the liability of the co- 
operative is limited, the words “limited” or “Ltd” must 


also be used at the end of its name. 


Co-operatives must maintain a registered office (and 
notifying the CIPC of any changes) and keep an up-to- 
date register of members, membership shares, 
directors and directors’ interests. A co-operative 
cannot issue different type of membership shares, 
though certain co-operatives can apply weighted 


voting rights to membership shares. 


An example of a co-operative is an agricultural co- 
operative whose members are local farmers. The co- 
operative’s objective is to supply the farmer members 
with agricultural tools and fertilisers. Each farmer 
member contributes a sum of money on formation 
followed by monthly contributions. The co-operative 
enables its members to ‘bulk purchase using 
economies of scale which the individual members 
would otherwise would not have had. The farmer 
members pay for the services and goods received 
from the co-operative. The profits are distributed 
(subject to a requirement under the Co-Operatives Act 
that 5% must be retained in a ‘reserve fund’) in line 
with the ‘patronage proportion’ of each farmer 
member; the greater the farmer’s contribution, the 


greater his share of the profits. 
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Non-Profit Company 


The term non-profit company is a misnomer because 
non-profit companies are not prohibited from making 
a profit. They must state their public objective in their 
MOI either as: 


- A public benefit object (social/ environmental 


mission); or 


- An object relating to one or more cultural or 


social activities, or communal or group interests. 


We generally use the term public benefit object to 
refer to both. This is often referred to as the 
social/environmental mission or dual purpose of a 
social enterprise. Non-profit companies may be 
engaged in trade consistent with, or necessary to, their 
stated objective. They can also hold shares, as well as 
other instruments, in for-profit companies, including 
public companies. Non-profit companies are not 
automatically allocated tax relief or any accreditations 


and must register to obtain PBO and NPO status. 


Unlike a for-profit company, a non-profit company 
does not have shares or shareholders but it may elect 
to have ‘members’ who may be natural or legal 
persons, including for-profit companies. If the non- 
profit company has members, they may or may not be 
permitted to vote. It is quite common for large donors 


to be granted member status and voting rights to 
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permit them to monitor the performance of the 
relevant non-profit company, take part in the decision 
making process and to contribute to the management 
of the non-profit company. Voting rights can be equal 
between members or weighted in the MOI resulting in 


some members having more say than others. 


NON-PROFIT COMPANIES NEED TO APPLY FOR 
NPO OR PBO STATUS TO GAIN BENEFITS SUCH 
AS TAX RELIEF 


Whereas a private for-profit company can have only 
one director, a non-profit company must have at least 


three directors. 


A non-profit company is obliged to apply its assets and 
income to its public benefit object(s). The income and 
profit of a non-profit company cannot be distributed 
to incorporators, members, directors or any of their 
related persons. These persons cannot receive any 
financial gain from the company other than 
reasonable remuneration for work performed or 
reasonable payment for goods delivered to the 
company by or on behalf of these persons. Directors 
are also entitled to reasonable payment or 
reimbursement for expenses incurred in order to 


advance the objects of the company. 


When winding up of a non-profit company, any assets 


or amounts remaining must be distributed to another 
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non-profit company, voluntary associations or non- 
profit trust with objects similar to the non-profit 


company being wound up. 





There are certain restrictions on non-profit 


companies, which are intended to prevent non-profit 





companies being abused. These include that a non- 





profit company may not: 





- Amalgamate or merge with a profit company; 
- Convert into a profit company; or 


- Dispose of any part of its assets, undertaking or 
business to a profit company, other than on arms- 


length terms in the ordinary course of business. 


Like private companies, non-profit companies are 





obliged to register as a company with CIPC and 





comply with certain other formalities under the 





Companies Act, such as: 





- Keeping accounting records which must in 


certain cases be audited; 


- Including the directors’ names on all letters, 
catalogues and circulars distributed or published, 


whether electronically or by hardcopy; 


- Ensuring that proper minutes and attendance 
registers are kept of directors’ meetings and members’ 


meetings, if applicable; and 
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Filing accounting records at the CIPC. 


THE ARTIST'S PROFESSIONAL TEAM == 


Firstly, it stands to good reason that artists 
are likely to achieve better commercial 
success if they view their craft and 
profession not only from an artistic point of 
view but also as an undertaking of 
entrepreneurial exploit. As David Lee Roth 
from the legendary band Van Halen states; 
“There’s a whole ‘nother vocabulary you 
have to learn, and most other artists don’t 
have the desire to learn it. They’re content 
to pay a large company and management to 
preside. God bless — youre missing out. 


Come on in — the water’s fine.” 


Through building a professional team, the 
musician/band basically endeavours to take 
on the functions of what the conventional 
record label provides for the musician/band; 
and with the rapid advancement in 
technology, the democratization of 
information through the internet, and the 
vast decrease in costs associated with making 
and marketing a record — it has become all 
the more possible for the artist to take 


ownership and control. 


In the initial stages of the artist’s career they 
are probably unlikely to be able to assemble 


a professional team due to a lack of 


resources and as a result will have to wear many hats 
and do most of the tasks themselves and as their career 
develops bring in professionals as and when 
opportune to do so. Plus in the interests of building a 
lean enterprise it might be beneficial to outsource the 
none-essential tasks to trusted third-party agents or 


organisations. 


Depending on what stage of progression the artist’s 
career is at; it is highly recommended that the artist 
considers assembling these professionals as part of the 


enterprise: 
° Personal Manager 


Probably the most important person working for your 
band. They’re responsible for coordinating all efforts 
between the band and your record label, radio 
promoter or plugger, publicist, publisher, booking 
agent, business manager and all other music contacts. 
Your personal manager should be the first member of 
the team you choose; and can help you assemble the 
rest of your team. The manager will also usually make 
some business decisions for the band; assist in the 
creative process, as well as working with your record 
label (if in the picture). Personal managers take about 


15-20% of the band’s gross income. 


° Booking agent 


Having the right booking agent can make the 
difference between playing a good show and playing a 
great show. Agents are responsible for scheduling live 
performances for artists for either individual dates, or 
regional and national tours. It’s in the artist’s best 
interest to find a talented agent that has established 
relationships with many of the big name venues all 
throughout the country. Booking agents can 
sometimes be the most difficult member of your team 
to secure because you often need to convince them 
that you're worth their time and effort. Agents usually 
take 10% of the artist’s gross for live performances, not 


including merchandise. 
° Digital marketing director 


Probably the most important member to enlist after 
the personal manager and the booking agent. This 
member can most probably also fulfil the role of 
webmaster. In fortunate cases, the artist very early on 
in their career may possess the skills required to do 
these tasks themselves. The artist should keep in mind 
that even if they have a separate webmaster they must 
make regular tweets and Facebook posts. In the digital 
world, the artist and the fans are the two most 


important elements of the new music business model. 


139 


° Business Manager 


An artist starting out may not initially be able to afford 
a business manager at first, but the more money 
he/she starts making, the more likely it is that they’re 
going to need a business manager. The business 
manager usually collects the royalty cheques for the 
artists, takes care of their bills, and makes sure to 
handle all taxes and investment on behalf of the artists. 
Business managers are usually professional Chartered 
Accountants with holistic and integral business 
knowledge and can address many facets of an artist’s 
business including more notably the accounting tasks. 
Business managers usually take 5% of the artist’s gross 


income, or work for an hourly rate or flat fee. 
° Attorney 


Typically the most significant member advising your 
music contracts. The attorney deals on the artist's 
behalf with all major power brokers you encounter 
during the course of the artists music career. It goes 
without saying that your attorney should be heavily 
involved in negotiations whenever you sign contracts 


with publishers, labels, managers and agent. 


Attorneys can take either 5% of any deals they 


negotiate, or can work for an hourly rate or flat fee. 


° Publicist 


The publicist’s job is to obtain media coverage for 
clients in print, TV and electronic media. Their 
responsibilities include securing media coverage, 
mailing/emailing press kits to music writers, 
communicating with the manager/agent/record label, 
and hair and make-up teams for TV and magazine 
shoots. Publicists usually work on a monthly fee and 
begin work several months before major releases and 


announcements. 
° Publisher 


A music publisher or in more common cases, a 
publishing company, is responsible for ensuring that 
the songwriters and composers receive payment when 
their composition is used commercially. Through an 
agreement called a publishing contract, a songwriter or 
composer “assigns” the copyright of their composition 
to a publishing company. In return, the company 
licenses compositions, helps monitor where the 
compositions are used, collects royalties and 
distributes them to the composers. They also secure 
commissions for music and promote existing 


compositions to recording artists, film and TV. 
° Travel agent 


Can typically be described as a person engaged in 


selling and arranging transportation, accommodations, 
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tours and/or trips for travellers. Services can include 
liaising with suppliers such as airlines, car rentals, 
cruise lines, hotels, railways, travel insurance etc. and 


making bookings on behalf of the client. 
° Digital aggregator 


Essentially digital aggregators are companies or 
individuals who specialise or are experts in 
distributing digital media content to download sites 


and/or online stores. 


Aggregators mainly; 1) receive content from content 
providers with which they have an agreement; 2) 
classify, insert identification codes for that content; 3) 
distribute the content to the relevant digital download 
stores, ensuring that each piece of content meets the 
differing requirements and preferences of the digital 
retailer; 4) track and manage sales of the content; 5) 
report to the content holder and pay them for any 
sales made; and 6) depending on the aggregator, some 
will take a membership fee and then not take a share 
of each sale, and others will charge a smaller signup 


fee and then take a percentage of each download. 
e Graphic designer 


A graphic designer is an artist skilled in combining text 
and pictures in advertisements, books, magazines etc. 


and it is important to enlist services of a graphic 


designer who specializes in producing artwork for 


music-related projects. 
° CD/Vinyl manufacturer 


Companies that specialise in replicating commercial 
compact discs (CDs) or vinyl records in mass 
quantities using a master version created from source 


recording. 
è Tour manager 


A tour manager handles the administration for a 
schedule of appearances of an artist or band. They 
will: i) sequence the venues, in association with the 
promoter; ii) ensure that the technical requirements of 
the artist are adhered to; and iii) ensure that the artist 
is collected, transported, along with their equipment, 
and accommodated as is appropriate for the tour and 
as per the agreement and the technical, logistics and 


hospitality riders. 
° Merchandiser 


Merchandising comprises the acts of seeing to the 
manufacture and promoting goods or services for 
retail sale, including marketing strategies, display 
design and discount offers. Merch items can include; 
t-shirts, sweatshirts, CDs, DVDs, memory sticks, hats, 


mouse mats, jewellery, bumper stickers, etc. 


° Roadies 


A roadie is someone who manages the on-stage 
equipment before, during and after a live show, 
including the loading, unloading and tuning of 


instruments and so forth. 
° Studio producer 


He/she is the person responsible for the recording, 
editing, mixing and playback of sound. The studio 
engineer is the expert when it comes to microphones, 
recording spaces, equipment, live sound and all the 
things that relate to how audio is recorded and how it 
sounds when it gets to the market. It’s important, 
particularly if the artist is not familiar with working in 
a studio environment, that they consider recruiting a 
studio engineer to help with shaping the sound of the 


record. 
° Freight agent 


Usually an employee of a freight carrier who directs 
the receipt and delivery of goods and is required when 
equipment is being shipped from one country to 


another. 
° Sound/lighting engineer 


Electrical lighting technicians are involved with 
rigging stage and location sets and controlling 


artificial, electric lights for art and entertainment 
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venues (theatre or live music venues) or in television, 


video or film production. 
° Visa/work permit agent 


For any live work outside the artist’s country of 
residence, a visa or work permit is often required. 
Ideally, the personal manager should be tasked with 
obtaining visa/ work permits as soon as foreign dates 
are confirmed. A work permit gives permission to 


work in a foreign country. 


BRANDING, MARKETING & PUBLICITY == 


One of the things an artist/band will have to 
decide is the name by which he/she/they 
wish to be known. If the artist is a solo 
performer, or one who wishes to hire other 
musicians to accompany him or her, they 
may choose to use their own real name. 
Alternatively they may wish to make up a 
new ‘stage’ name under which they will be 


known. 


If the artist is a band, the name of the band 
needs to be chosen carefully. It is best to opt 
for a very unusual name, to avoid confusion 
with other existing artists. After having 
chosen a name, it would be advisable to 
secure the intellectual property associated 
with that name as this would ensure that no 
one outside your enterprise unjustly profits 


from the brand. 


At this point it would also be wise to design a 
logo for the band and other aspects of brand 
identity. Usually when the musician/band is 
starting out resources might be low, so one 
option would be to ask fans who possess 
such design skills to take on this project to 
help their favourite musician/band out 
provided they transfer the copyright to the 


band’s enterprise of course. 


Once the musician/band has achieved some moderate 
success; one of the more succinct ways to secure 
intellectual property regarding its name, logo and 
other artwork around it is through registering 
trademarks. Correctly defined, a trademark is 
distinctive design, graphics, logo, symbols, words, or 
any combination thereof that uniquely identifies a 
firm and/or its goods and services, guarantees the 
item’s genuineness and gives its owner the legal right 


to prevent the trademark’s unauthorised use. 


Trademark rights are usually protected for 7 to 20 
years, and unlike patents, are renewable indefinitely. 
There are always fees associated with this registration, 
but the expenditure is well worthwhile as soon as 


finances allow. 


Being marketable is about approachability and 
gathering a loyal following. Therefore, it is crucial that 
the artist/band be available, meet the fans, talk to 
people and ask questions. Trust, credibility and 
authority are a direct result of being available. It’s the 
difference between success and failure — the difference 
between a one-time listen and a loyal fan that will 


continue to come back again. 


Suggested here forth are the promotion strategies 


artists should consider when starting out: 


1. Set up a mailing list 
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Talking to your fans up close is the best way to 
connect; the next best alternative might be to email 
them. Beneficial use of your mailing list could include 
keeping your fans informed about; new music, 
upcoming releases, your social media channels, music 
videos, streaming links, tour dates, radio shows or 
mixes and anything else that might grab your fan 
base’s attention. An email list is a direct link to your 
fan base. Ask for feedback. Respond to people directly; 
and use it to understand who your audience is. Use it 
to sell your music but also for building a base of trust, 


credibility and authority. 


Tools available online that can help setting up an 
effective mailing list include MailChimp, YMLP (Your 
Mailing List Provider) and Fanbridge. An email list lets 
you communicate exactly what you want to tell your 
fan base, and on your own terms -— highlighting its 
importance and if deals are struck with a record label, 
it’s crucial that the musician/band retain ownership of 


the mailing list as it’s the enterprise’s biggest asset. 


2. Web presence, social media and streaming 


An artist page or artist profile on social media, digital 
music stores and streaming platforms doesn’t 
automatically promote you. They are promotional 


tools. And like any tool, correct use maximises 
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efficiency. To make best use of these platforms an 


artist should: 
i) Build a website 


A website is an invaluable asset in the musician’s 
enterprise and an important piece of online real estate. 
It’s a space that is entirely yours. It’s the one place 
where you can cut through the noise of typical ‘feeds’ 
and give the clear and concise information every 


potential fan needs about your work. 


The musician’s website is the primary source of 
reference on the artist’s work, career and enterprise; 
and is the musician’s home in cyberspace. If Facebook 
and other social platforms are meant to create 
exposure, then your website is where all that exposure 


will eventually lead. 


Present day, it doesn’t require coding skills or web 
design skills to set up your own website as this can be 
done through automated design platforms that even 
offer templates to build your site off of. Such 
platforms include Wix, Wordpress, Squarespace and 
Tumblr. 


Prior to the actual work of designing the site first 
comes choosing a domain name which should be 
descriptive, simple and as short as possible. Domain 
names have to be unique, so it is mandatory to use one 


that nobody in the world is using. There may be an 
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annual charge on the domain name, although some 
web-hosting services such as fatcow.com, justhost.com 
and ipage.com will provide the domain name for free; 
provided that their commercial web-hosting service is 


used. 
ii) Distribute music material to digital music stores 


Every online store has a different set of requirements 
for content providers. The delivery, formatting, 
editing, and peripheral content submission 
requirements (like marketing material, copy, artwork, 
etc.) are different in each case. With the amount of 
content that these sites need to deal with, it’s not 
surprising that they prefer to deal with professional 
aggregation services that know exactly how the sites 
like content to be delivered; and have automated, 
software based processes for coding, identifying, 
tracking digital content, as well as reporting and 


accounting on the sales to the actual content owners. 


Important when looking for digital aggregation 
services to ensure that the copyright and masters 
rights associated with the musical work sought to be 
distributed are retained by the musician/band or 


original creators. 
iii) Create a Facebook page 


In continuation of laying down the groundwork and 


building a solid foundation on which to base 
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marketing and promotion efforts comes creating the 
artist's Facebook page. In most cases, simplicity is 
often the best approach and in that spirit; the 
musician/band should be findable which implies 


sticking to the artist name when creating the page. 


The first thing a potential new fan often does is search 
for your Facebook profile and if youre listed as 
something obscure, they'll never find you. In the 
interests of keeping one’s personal life separate, it’s 
probably also good policy to keep your personal 


Facebook and your artist page separate. 


Sage advice to the artist, don’t oversell. Fans will only 
tolerate a small amount of ‘buy now’ from Facebook 
posts and artists should be very subtle how they 
market themselves on Facebook. It would be far better 
to elude that the new record is ‘now available’ or 
‘released today’ and provide a link to the relevant 
digital music store. It is way more effective to let the 
artist’s fans do the marketing on behalf of the artist by 


posting positive comments. 


Fostering engagement through starting discussions 
and asking your fans questions builds rapport rapidly 
precisely because it encourages feedback and involves 
the fan. Once your following gains mass it would be 
worthwhile to establish a Facebook group linked to the 


page thus creating a community for your fans to be 
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part of. If there are comments, like them and get 


involved in the discussion. 


As an artist, being on people's radar, being visible and 
being available is crucial for success which is why the 
musician/band should make regular posts on 
Facebook. However, it is important to maintain the 
delicate balance between bombarding your followers 
with pushy posts every 10 minutes and being 
completely non-existent as far as relevant content 


goes. 


When posting on Facebook, best to do so from first 
the perspective of being a genuine human being and 
second an aspiring musician. In order to keep your 
fans engaged and active around your brand and 
Facebook page, it would be prudent to nurture the 
conversational nature around your posts. Another 
technique for exposure would be to boost your high 
impact posts which is relatively inexpensive and an 
effective promotional tool. Targeting your boosted 
posts at tastemaker cities is another pro tip to push 
your product to demographics that can stimulate 


organic exposure. 


Producing new music takes time, so in between 
releases you can document the production process as 
it unfolds — tell the story as it happens as it were. 
Here's some savvy things to post in between releases to 


keep up your visibility and nurture your trust 
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foundation; gig dates, photos (candid and show 
photos), mixes, radio shows, playlists, album teasers, 
other artists you like, upcoming tours, news about 
your group, a photo of new gear, new merchandise, 
your studio set up, anything about you. Just be you, 
music is your life and your fans are your friends. 
Share your life with your friends in a non-pushy way 
and you're good. If you feel otherwise before posting 
something asking for downloads or likes, just don’t do 
it. The fun organic stuff will always work better in the 


long run. 
iv) Create a Soundcloud page 


Soundcloud is the leader in setting up an artist- 
friendly streaming platform. They provide everything 
you need to make your music shareable and visible. 
Their feed/follow system allows your fans to keep up 
with what you're making. But most of all SoundCloud 
gives you shareable songs that you can stream. 
Uploading to their service gives you the ability to post 
your music anywhere. It’s great for your press kit, 
contacting blogs and other social media outlets, your 
social media pages, and your website. Be sure to 
optimise your SoundCloud page with links to your 
website and mailing list. Simply update your profile to 
include this information on the artist profile column 


on the right side of your page. 
v) Create a Bandcamp account 
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Bandcamp is a music streaming platform that also lets 
the artist sell their music on the site. Bandcamp isn’t 
specifically a “social media” site - it’s more of a private 
distribution platform. Which is valuable for artists 
wishing to get paid from their music. It can help with 
your social strategy overall. Their player is easily 
embedded across the web. Bandcamp is one of the 
best places to collect email addresses from fans. Every 
time someone downloads your album, Bandcamp 
automatically saves their email address. Retrieving 
them is as easy as going into the ‘mailing list’ section of 


your account and exporting the entire list. 


Bandcamp gives you a myriad of options for how 
people can pay for your music. In addition to flat rates 
for albums and songs, Bandcamp allows the artist to 
offer their music for the ‘pay what you can’ option. 
Obviously up to the artist's discretion but when 
starting out, it would be beneficial for the artist to 
offer music on the ‘pay what you can’ option in the 
attempt to get as many listeners as they can early on. 
You'd be surprised at how many people are willing to 


support your music. 


3. Create an Electronic Press Kit (EPK) 


Think of your press kit as a little satellite that you 


deploy and will broadcast a signal to everyone that 
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matters. It's the most versatile tool a musician can 
have. Send them to blogs, promoters, festivals, news 
outlet venues, and even artists you want to play with. 
Make sure the press kit is organized and easy to follow. 
All documentation should be prim, proper and well 
edited. Try your best to keep everything you're 
providing in one place like a coherent website for 
instance, and you can also include hyperlinks to your 
social media, music streams and recent press. Also 
good to feature hi-res photos of the musician/band 
and preferably ones taken by a professional 


photographer. 


As an artist or band, having a comprehensive press kit 
available on your website is critical to getting press or 
having venues promote your shows. It's amazing that 
so many brands (including artists, bands and 
companies) don't have a proper "press" section on their 
website that contains all the information that a 
journalist or blogger might need when writing a story. 
Many a writer, have countless experiences and are 
always surprised at what they can't find, instead of 


what they can. 


Many artists, bands and brands think that having a list 
of press releases is enough, but they're sadly mistaken 
(especially when the releases are not well organised to 
begin with, which is quite typical). You have to make 


available anything about your brand that you think a 


155 


journalist might need, no matter how mundane, 
because sometimes the smallest item can make the 


biggest difference in how an article is written. 


1) High resolution colour and black & white photos 


that can be used for print 


Yes, print is slowly dying, but it is still with us and can 
have a huge impact in certain situations. You never 
know when you, your music or your merch will get a 


mention in a newspaper, magazine or book. 


2) Low resolution colour photos and graphics for 


websites and blogs 


A picture says a thousand words and you would rather 
someone use one of yours than just supplying a link. 
Make it easy for them, but give them a variety to 


choose from. 
3) Your logo graphic in different resolutions 


It's surprising how often this is overlooked, but it's just 


as important as your photos and other graphics. 
4) A biography 


Maybe you have an "About us" or "About me" section 
on your website or blog, but a more complete bio, or 
even a link to it from the press section, makes finding 


background info about you, your band or company a 
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lot easier for the writer. The easier it is to find, the 


more likely it will be used. 
5) Quotes from the media 


Great quotes about you or your product are also big 
with writers, since it adds credibility. Limit the quotes 
to those that are unique enough. Ten quotes that are 
all the same, "You're the greatest", have a lot less 
impact than one, but it's O.K. to use several if they say 


the same thing in totally unique ways. 
6) Links to any interviews 


Include links to any interviews that you might have 
done, either audio, video or just text. No need to post 
the entire interview on your site as a writer will 
probably not read it unless he needs additional facts 


that he can't find anywhere else. 
7) Scans of three or four of your best press clippings 


Once again, less is more. Ten press clippings that all 
say the same thing, tend to actually diminish 
credibility. Three or four seem to be about the right 
number to have in order to give the writer sufficient 


information. 
8) PDF's of adverts, promo flyers and posters. 
This has a dual purpose in that it is additional 


information for the writer but can also be used virally 
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by fans. Many "superfans" will print these out and 


distribute in their local area if asked. 
9) Web ready graphics and banners in a variety of sizes 


If you're doing any online campaigns (advertising or 
fan-based viral), these can make it quite easy to be up 
and running in no time since everything is readily 


available. 
10) Press releases 


They are only helpful for a writer if they contain 
enough background information on a particular 
subject so details are important. It's also easier for a 
writer if they're grouped by type (personnel, products, 


events etc.) instead of by date. 
11) Videos 


You need multiple types of videos - interview 
elements with the artist or entire band, and if it's a 
band, individual interviews as well, your most recent 
music videos, any music video that you consider a 
"hit", and a clip of a song from a show. It's best to make 
two versions available - one with smaller web-ready 
files, and if you're an act that's breaking nationally, 


another version that's available in hi-res. 


12) Music 
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Your songs can probably be found online already, but 
make it easy for whoever is reading by adding links so 
that they can effortlessly find them. If you've done 
music for commercials or a soundtrack for a movie or 
television, include that as well but be sure that you 


have the right before you post. 
18) Web links 


Be sure to include links to any social media presence 
that you might have on the web such as a Facebook 
fan page, Instagram page, blog, Twitter, ReverbNation 


page etc. 
14) Fan endorsements 


If you have rabid fans that do crazy things like paint 
themselves up with your logo, get tattoos of your 
likeness on their backs, or are just super enthusiastic, 
that could make for an interesting video clip or 
picture. Just make sure the fans (three or four is all you 
need) are completely enthusiastic and really special or 
this element is not worth pursuing. ‘TIP: If you use 
any endorsement from a fan, be sure to get written 
permission that it's okay to use it in any form, 


anywhere. 


It's a fact that the easier you make it for a writer or an 
editor, the more likely you'll get covered. Having these 
tools easily available will increase your chances of 


getting media coverage. 
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By the way, I don't believe in making this info 
available solely to writers. Make it available to 
everyone as this can lead to unforeseen viral 
opportunities. Just keep it up to date (I know how 
difficult that is, but you've got to try) and your press 


section will be good to go. 


4. Promoting the musician/band 


Now that you have constructed the press kit and have 
laid down the foundation, tools and infrastructure in 
place, it’s time to reach out and get noticed. And how 
you go about it is by initially contacting blogs, playlist 
curators and other outlets. Blogs power the 
underground. Before anything goes to mainstream, 
there’s a chance a super savvy blogger blogged about it 
years ago (before it was cool...). So getting your music 


onto the blog stream is vital for creating some buzz. 


Self-promotion is vital, that’s apparent, and now it’s 
easier than ever to get your project off the ground all 
by yourself. But as you embark on promoting your 
project or band it’s important to keep in mind that you 


need something good to promote first. 


Up until this point all the tasks could pretty much be 
executed by the musician/band and personal manager. 
However, as the artist/band continues to grow and 


profile and exposure gets raised, if the finances allow, 


160 


it would be worthwhile to bring in a booking agent and 
a publicist into the enterprise. The former will help 
you secure a steady stream of gigs and help negotiate 
favourable performance fees as it is also in their best 
interests to get you the best terms; the latter is 
primarily charged with creating the right amount of 
publicity for the band, securing appearances on the 
relevant publications and platforms to create 


awareness for the targeted demographic. 


Let’s say that at this point you also have been working 
very hard in studio to create an album. It’s time to 
debut the album. After all that hard work it would be 
amiss to short change the project by just uploading on 
SoundCloud and calling it a day. Effort has to be put 
into the debut release of the record, and it is a process, 


because it deserves no less. 


But if done right, the payoffs are well worth it. By 
having ensured that during the production process 
you recorded the best possible version of your sound 
greatly improves your position. And now you have 
your product the next logical step is to get it to 
professional sounding standard able to handle 
playback in all types of situations, this can be done by 
mixing and mastering the recordings and can be done 
with the help of a mastering engineer or cutting edge 
software like LandR. Good to note that mastering 


services are relatively expensive compared to software 
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so when starting out best to use your discretion and 


assess what the musician/band can afford. 


You've been telling your music story on Facebook and 
if effective, people should already know that you’ve 
been working hard to create an album. Be that as it 
may, it is still sensible to set and announce a release 
date — it gives your fans something to look forward to 
and you something to work towards. Cross promote 
with other artists. Post something of theirs in exchange 


for them posting your new project. 


By being an active musician/band, you may have met 
people along the local music circuit and now’s 
probably the point to call in favours to get on the bill 
of shows in your area. There’s probably a better 
chance of success if the musician starts at grassroots 
level; by starting with what and who you know, by 
starting local and building a following from the 
ground up. If you know local promoters, now is the 
time to pitch performing at their events. Usually there 
might be high profile touring acts coming into town 
and getting on the bill as an opening act is the ideal 


way to build exposure. 


Your personal manager and/or booking agent if you 
were able to acquire as part of your team, and if 
seasoned, probably have a substantial network 
between them to tap into. These team players usually 


come in when you have established a thriving 
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community of co-dependant and proactive fans in 
your local area and have established yourself on the 
local live act music circuit, a steady stream of income 
from performances flowing and having laid the 


foundation for expanding your reach. 
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MUSIC MARKETING - THE FIVE ESSENTIAL ELEMENTS 


Not long ago, concert and music festival marketing 
plans were dominated by radio and print advertising. 
Using those channels, you could never quite know who 


your ads were reaching or whether they were working. 


But today’s powerful marketing tools let you precisely 
target the exact fans who are most likely to buy tickets 
— if your team knows how to use them. As a venue 
owner, music festival director, or promoter, your 
challenge is to know which of the many marketing 
techniques represent the best use of your staff, time, 
and budget. Unfortunately, marketing mistakes 


quickly become lost ticket sales. 


In this section, you'll find tactics and methods 
illustrious music marketing teams use to help 
hundreds of music venues and festivals have more 
successful and lucrative shows. You'll also find real- 
world examples of how big names in live music have 


mastered the essentials of music marketing. 


This section is for promoters, venue owners, and 
festival directors who want to sell more tickets, build 
their brand, and grow their presence; thus seeks to 


teach: 


- Which marketing channels your team should focus 


on and how they should use them 


How to make sure your marketing efforts are 


reaching the most relevant fans 


Examples of how top music marketers have put 


these methods into action 
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Facebook: the fan targeter 


Facebook is the advertising platform you can’t ignore. 
And let’s be real: Organic posts are important, but paid 
advertising is the best way to reach live music lovers 
on Facebook. With Facebook’s 2 billion active users, 
your target audience of genre- and artist-specific fans 
is a needle in a haystack — but Facebook does have the 


powerful targeting tools to help you find them. 


REAL-WORLD EXAMPLE 


Brooklyn Bowl 


Brooklyn, New York | www.brooklynbowl.com/brooklyn 


Erica Hernandez - Marketing manager 


“Without Facebook, we wouldn’t sell as many tickets,” 
says Erica Hernandez of Brooklyn Bowl, a 
combination music venue, bowling alley and 
restaurant in Williamsburg. Her  three-pronged 
Facebook approach includes advertising, organic 
content, and Facebook Events. “We'll create an Event 
for each show, then build an ad campaign around it to 
run for a week over the announcement and on-sale,” 
she explains. Hernandez puts money behind the Event 


to make sure it reaches the right fans, starting with 
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custom audiences of past buyers, their email list, 


website visitors, and fans of the artist. 


“Facebook helps us hit all the right people, hone in on 
our targeting, and really figure out our demographic. 
When Aterciopelados came from Colombia, we 


targeted Colombian ex-pats who live in New York.” 


For maximum effectiveness, Hernandez creates an ad 
campaign from scratch rather than just boosting a 
post. “Boosting a post is not ideal because you won't 
have the best targeting options,” she says. “It’s always 


better to build a new campaign in Ads Manager.” 


Brooklyn Bowl also creates and posts ads directly on 
the artist’s page. “We get the band’s permission to post, 
work with them on the copy, and maybe ask for a 
video. We pay for it, but it looks like an ad from the 
band. By posting through them, we'll hit their exact 


fans within a certain radius around the venue.” 


Once the event is up and the ads are running. 
Hernandez keeps fans engaged with organic posts. 
“We post in the Event so everyone who clicked 
‘Interested’ or ‘Going’ gets notifications.” Her organic 
posts are typically not promotional. “It'll be funny 
music memes or snarky gif about Brooklyn, or we'll 
ask our fans questions — like, “What was your first 


concert ever? We’ve tried different kinds of content to 
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connect with our fans on a more personal level and 


start a conversation.” 


Hernandez also uses Facebook Messenger to answer 
fans’ questions and concerns and make sure their 
needs are taken care of. “As a brand, we want to have 
those personal moments,” she continues. “Our goal is 
to sell tickets, but we want people to have the best time 


and make memories at Brooklyn Bowl.” 
Key takeaways: 


- Don’t let your team just boost posts. Effective 
Facebook advertising requires mastering the 
site’s powerful tools, closely monitoring results, 


and refining your approach. 


- Go beyond show promotion. Fan engagement 
and personal connections should be part of your 


marketing strategy. 
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Instagram: The Visual Inspirer 


With 800 million monthly active users, Instagram 
captures the imagination of users through compelling 
images, short videos, and concise interactions. That 
makes Instagram the perfect place not just to promote 
your shows, but also to connect with fans on a more 


emotional level. 


REAL-WORLD EXAMPLE 


The Capitol Theatre 


Port Chester, New York | www.thecapitoltheatre.com 





Stephanie May - Marketing Director 


The historic Capitol Theatre was a regular tour stop 
for the big acts of the 1970s and the jam bands of the 
‘90s. Today, it books a mix of genres with a core fan 
base in their 30s and up. While marketers often think 
of Instagram as the ideal channel for reaching the 
under-30 set, Marketing Director Stefanie May says 
the visually stimulating platform is perfect for 


connecting with the Capitol’s older fans. 


“We see our older fans on Instagram all the time,” says 
May. “We use Instagram to promote shows, but our 
main goal is not to be too salesy. We incorporate 


beautiful photos and engage with fans.” 
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May says success on Instagram is all about conveying 
your brand identity and connecting with fans. “We like 
to evoke feelings of rock and roll nostalgia with 
legendary artist photos. We'll ask questions and try to 
spark conversations. Every brand on Instagram should 
be able to show who they are and what they’re all 
about. It’s a great platform to be authentic and let your 


personality show.” 


For show promotions, May uses Instagram’s 
advertising tools to target local people who “like” the 
band or similar artists. She'll run boosted posts from a 
Monday show announcement through a few days past 
the Friday on-sale date. While May sees more ticket 
sales come directly from Facebook, she sees value in 
the awareness and fan connection she gets on 


Instagram. 


For instance, May has her team interact with bands 
and their fans on Instagram. “We're always looking at 
and liking band’s posts. Every day an intern helps us 
engage with the bands we’ve booked. We'll also get 
video from bands and post a clip.” May also posts 
similar updates in Instagram Stories, which are only 


up for 24 hours but tend to get more views. 


For May, though, success on Instagram all comes back 
to the fan connection. “After every show, we'll search 
our hashtags - #thecap or #thecapitoltheatre — to see 


who was there and who posted photos. We’ll comment 


170 


on the photo and thank them for coming to the show. 
We want people to know that we’re looking at what 


they’re posting.” 


“Instagram is a very personal tool,” she says. “People 
are constantly looking at it, maybe even more than 
Facebook. Most of the time people have it right in 
their pocket. My motto is: You can’t just make a post 
and not look at it again. You want to know who 
commented, and what they had to say. You want to 
spark an interaction. Having a conversation is really 


what we want to do. That’s our approach.” 


Key takeaways: 


- Be an early adopter: Instagram frequently 
launches new features (like geotags and Instagram 
Stories). Start experimenting early, and stay ahead of 


the curve. 


- Put yourself in your fan’s shoes: Think about the 
emotions fans associate with your festival or show, and 
post content that evokes those feelings. Interact with 
fans and bands on the channel to form an authentic 


connection. 


Retargeting & Pixels: The Persistent Reminder 


If you've ever seen ads following you around the web 
for a product or event you looked at online, you've 
been retargeted. Retargeting is a way to advertise to 
fans who visited your ticketing page but didn’t make a 


purchase. 


Retargeting works through marketing pixels: snippets 
of code or 1xl transparent images that let you track a 
customer’s journey. A pixel on your ticketing page lets 
you target visitors to your site who didn’t buy, so you 


can remind them to get tickets later. 


REAL-WORLD EXAMPLE 


Capitol Hill Block Party 


Seattle, Washington | www.capitolhillblockparty.com 





Jordan Olels - Marketing & Ticketing Manager 


Yesteryear, Jordan Olels used Facebook ads to 
promote Seattle’s annual Capitol Hill Block Party. This 
particular year, he did the same but with one major 
addition: using the Facebook pixel to retarget people 


who engaged with their event. 


“This year retargeting has made a huge difference,” he 
says. “It’s been crazy to see how effective the Facebook 
pixel is at capturing those who clicked on an ad but 


weren't ready to convert. We also retarget people who 


172 


clicked ‘join’ on the Facebook event but haven’t 


clicked on the ticket link.” 


Olels is also the marketing and ticketing manager for 
Neumos and Barboza - and now he plans to use 
retargeting ads for both. For Capitol Hill Block Party, 


he’s begun expanding beyond Facebook to use pixels. 


As for the ads themselves, it’s important to remember 
that youre retargeting. Your customer didn’t but 
tickets the first time they visited your page - but 
they’re familiar with your event. “We write copy that 
suggests the reader already knows about the show, like, 
‘Don’t forget: Father John Misty is playing the Capitol 
Hill Block Party,” says Olels. “We always include a 
strong call to action, like ‘Learn more’, ‘See full line- 
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up’, or ‘Check out ticket options.” 


Analytics have helped them see their progress and 
improve their results. “Last year, we reached almost 
100,000 more people, but the cost per click was much 
higher. [The cost per click] has dropped by about 30%. 


So reach doesn’t always mean conversion.” 


In the beginning, Olels found the pixel process came 
with a learning curve. “Now I find it pretty easy,” he 
says. “If you put in the time, you can learn to fine tune 
your different audiences and your retargeting. Then 


your return on ad spend is going to be much higher.” 
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Key takeaways: 


- Make sure your team has goals and benchmarks 
for their advertising spend — you should keep 
track of your costs per click, not just your reach. 

- Make sure you have a ticketing partner who 
empowers you to place your own marketing 
pixels so you won’t miss out on valuable 
tracking. 

- Don’t put all your eggs in one basket - 
encourage your team to explore multiple 


advertising networks. 


Email Marketing: The Direct Messenger 


Email is a direct way of communicating with your 
audience and promoting your shows and festivals to 
the right fans. You can send broad messages to your 
full list or target segments of your audience for high- 
impact mailings. Email can be a powerful marketing 
channel for selling tickets, but there’s an art to crafting 
messages that entice fans to engage and follow 


through. 
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REAL-WORLD EXAMPLE 


Concord Music Hall 


Chicago, Illinois | www.concordmusichall.com 





Jacob Schneider - Marketing Manager & Brand Manager 


When Chicago’s Concord Music Hall was rebranding a 
few years ago, Jacob Schneider thought it was time to 
revamp their emails as well. “I decided on a weekly 
email newsletter that was more visually stimulating 
and that would go beyond just promoting upcoming 
shows. It would also have news and interesting 
information relevant to Chicago, the neighbourhood 
of the venue, the music industry, and artists we’re 


working with.” 


The results were almost immediate, both with 
increased open and click-through rates and with 
anecdotal approval from partners and artists. But 
Concord Music Hall’s email strategy goes beyond its 
big weekly email, which they send out Friday 


mornings. 


Schneider explains, “We also send smaller emails 
dedicated to targeted audiences by genre — rock, hip- 
hop, and electronic — all with some of the snackable 
news content.” For every show we host, we send a 


recap emailer out within 48 hours to those attendees 
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who opted in to receive emails,” says Schneider. “We'll 
thank fans for coming to the show and offer some 
pictures and videos from the night, linking directly to 
our Facebook image gallery and to a Facebook Live 


video from the show.” 


The recaps not only allow fans to revisit the night but 
also drive social engagement through links. “We’ll then 
list five or six shows of the same genre, so it’s also an 
opportunity to remarket to people who like that kind 
of music.” As venue marketer, Schneider likes 
monitoring other venues’ emails. “It’s the easiest way 
to check on everybody’s game and see what your 


. s ” 
competitors are doing. 


Key takeaways: 


- Challenge your team to improve your email 
audience targeting by genre or by shows 
attended. 

- Encourage your team to engage fans in ways 
that go beyond show announcements and 
onsale dates. 

- Celebrate the fan experience — thank them for 
coming to shows and remind them of the fun 


they have at your venue. 
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Partner & Offline Marketing: The Vibe Generator 


As digital channels have come to dominate marketing, 
there’s less buzz about flyers and posters. But offline 
marketing can still play a vital role in promoting 
concerts and music festivals. Why miss out on an 


opportunity to engage with your fans? 


So where should your offline marketing be? Wherever 
your fans are. That’s often where partnerships come 
in. Join forces with their favourite local businesses, 
clothing brands, record stores, radio stations, or bars. 
Host contests, ticket giveaways, and artist meet-and- 
greets. Or take a cue from the example below, and 


think outside of the box. 


REAL-WORLD EXAMPLE 


Summit Music Hall 
and Marquis Theater 


Denver, Colorado | www.thesummitmusichall.com | 





www.themarquistheater.com 





Zoe Lanterman - Marketing Manager 


“With punk, metal, and hip-hop we like to do 
partnerships, because those audiences aren’t online as 


much,” Zoe Lanterman explains. “We work with local 
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business partners that make sense for the artist or the 
show. I do a lot of groundwork to find good partners — 
sending emails, going in to talk to managers, and 


offering up all sorts of cool ideas.” 


At the very least, Lanterman’s partnerships involve 
placing flyers and posters in stores. They can also 
mean ticket giveaways, in-store artist meet-and-greets, 


and even performances. 


“Two years ago we started the Ratio Sessions at a punk 
rock-based brewery called Ratio Beerworks. We'll have 
an artist come and play a short unplugged set in the 
brewery — just a taste before the show. The band will 
talk up the show, and we'll go onsite and sell tickets. 
The brewery promotes the event on social media, and 
they may do special beer tastings with the band, then 
come offer that special beer at the venue. We've 
developed an audience for these sessions, and we’ve 
had some pretty big artists: Cursive, The Menzingers, 
Blood City Radio, and Andrew WK. A lot of bands will 


say they don’t have time, but some are really into it.” 


Lanterman has the same approach with flyers and 
posters as she does with partners: Get the message to 
the fans where they are. “We do lots of flyers and 
posters, and we have a street team that gets them into 
locations where fans already are. Our street team is 


made up of really dedicated fans who love our 
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programming, want to go to our shows, and would 


already be talking about them with their friends.” 


Lanterman says that while you may have to pay for 
radio promotions, it’s important to remember that 
most partnerships have mutual benefits. “With 
informal partners like lifestyle stores, both parties get 
value with a cross-promotion. It’s not just is interacting 
with their customers: they’re also interacting with 


” 
ours. 


Key takeaways 


- Partner with local businesses with a similar 
clientele to cross-promote your shows and their 
brand. 

- Allow your team to get creative. Make sure 


they’re empowered to enact their ideas. 
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EVENTS, TOURING & PERFORMANCES 


You may ask yourself, how exactly do I go 
about building that thriving proactive 
community of fans and make decent income 
in the beginning stages? Well, even in the 
digital era, much of how a musician gains 
recognition hasn't changed. The musician in 
the beginning should aim to do as many 
shows as possible but also keeping vitality by 
avoiding burn out through doing too many 


shows. 


Starting out it is important to start grassroots 
and that unequivocally means doing the 
rounds on the local music circuit and 
performing in as many shows you can in 
your local area. Before hitting the scene it 
would be prudent to formulate a plan 
detailing the objectives you would like to 
reach like for instance making enough 
money to fund production costs of the next 
album, to increase advertising spend on the 
current album, host your own shows, bring 
in additional members of your professional 
team, fund a national tour or start your own 
merch line, whatever you want — here the 
possibilities are endless and your 


imagination your only limitation. 


Now you know what you want, time to do some 
research. You need to make a list of all the venues that 
host the type of shows you would like to play at and 
are an ideal fit for the demographic you want to reach. 
Being an aspiring musician probably means that you 
already have your ear to the ground and have an idea 
of the coolest spots in your local area for performing. 
Add to that list all the local promoters and event 


organisers in the area you know. 


Remember the website and press kit you've 
constructed so meticulously? Now’s the time they start 
to work for you. You can email the press kit to local 
promoters and pitch to perform at their upcoming 
shows but important to declare that you should get 
paid for performing. By doing shows in your local area 
when you are starting out helps create that core group 


of fans early on, build steam and grow as an artist and 
brand. 


A strategy to secure email addresses from your 
potential fans at shows is by asking an über fan to help 
out by taking addresses in the crowd of interested fans 
or alternatively, announcing before the performance 
that fans can come to a designated spot near the stage 
and write down their addresses on a pad. Staying true 
to your roots as an artist and representing where you 
from — whenever given the chance, acknowledging — 


lets the world know your foundations and that you 
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take your city with you wherever you go. Doing this 
might help you win over your hometown knowing 


that you “represent.” 


You have made several performances on your local 
circuit, there’s awareness around the musician/band 
and a solid base of growing fans; now is not the time to 
take your foot off the pedal. This would be an 
opportune time to book your own DIY tour. Not 
necessarily meaning a big, glamorous tour, staying at 
expensive hotels and travelling the world; but more 
like a small regional tour of surrounding cities (gas 
tank to gas tank type tour) - a great way to create some 


local buzz around your brand. 


Be sure to return the favour of the artists you play 
with, it’s a network you want to be part of. To find 
venues that fit your sound, find out where other 
similar artists have been playing in cities around 


yours. 


No matter what type of music the artist chooses to 
play, it is immensely important to work hard on live 
performances both in terms of improving musical 
skills and visual presentation. The live performance 
has to impress the audience whether by sheer 
spectacle, musical excitement, musical brilliance, by 
moving the audience emotionally or by making the 
audience dance. If an artist can impress the audience 


and make the live performance experience a good 
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one, the fan base will grow and enhance all the other 


augmenting income streams. 


The best way to establish oneself as an impressive live 
performer is to spend a lot of time practising and 
rehearsing. A performer who plays a musical 
instrument should learn from other players, study 
videos of favourite players, take lessons, and play and 
practise as much as possible every day. Even the most 
accomplished musicians need to _ practise as 
extensively as possible if they are to remain at their 
best. If the performer is a singer, no matter how good 
or successful, it is important to take regular voice 


lessons. 


The other facet of performing live is stage 
presentation. One very good way to perfect this is to 
rehearse in a room that has a wall of mirrors, so that 
the artist can see what he/she/they look like when 


performing. 


One online service which is designed to help artists get 
gigs (shows) is Sonicbids based in the US city of 
Boston. Sonicbids is a social music marketing platform 
that connects bands, promoters, consumer brands and 
music fans. Sonicbids will get an artist’s EPK to 


promoters and brands. 


However an artist achieves a booking for a live 


performance, when the booking is confirmed, it is 
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always best to get the agreement in writing and signed 
by the promoter. As soon as the fees start to grow, it is 
also a good idea to insist on a non-returnable deposit 
of normally 50% of the agreed fee payable in advance. 
The artist or artist manager should make sure a link to 
their EPK is sent to local radio and TV stations, as well 
as newspapers and magazines in the area of each live 


performance. 


The artist or manager should follow-up by 
telephoning and trying to persuade the media to do a 
phone interview or an _ in-studio interview or 
performance in order to boost ticket sales for the 
show. As an artist becomes more successful, a publicist 
could be engaged to handle this media interaction on 
behalf of the artist, but in the early stages either the 


artist or manager or both will have to do it themselves. 


With audiences and the fan base robust in size (and a 
tour conceptualized), the manager will need to engage 
a tour manager unless wishing to take on the role 
him/herself. It is essential that good financial records 
are kept on tours, and a good tour manager will have a 
spread sheet system in place which can be emailed 
back to the manager on a daily basis. This computer 
spread sheet will show all income received on the 
road, together with all the expenditure and the balance 


of cash in hand. 


When building a touring team, in addition to the tour 
manager, the manager may need to engage additional 
road crew as the artist is more popular and is able to 


do bigger shows. This could include; 


1. A front of house sound engineer who is usually 
positioned at the back of the venue (the end opposite 


the stage) who mixes the sound the audience will hear. 


2. A monitor engineer who will mix the sound on stage 
so that performers can hear each other and play in 
time and in tune with each other; usually positioned 


on the side of the stage. 


3. A lighting engineer who will set the lights and direct 
the stage lighting and visual special effects. 


4. On-stage roadies who supervise and set up the on 


stage equipment. 
5. Drivers for busses and/or trucks for the equipment. 


6. A production manager who supervises all aspects of 


the on-stage equipment. 

7. A travel agent 

8. A visa/work permit agent 
9. A freight/shipping agent 
10. A wardrobe assistant 

11. A choreographer 
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For any live work outside of the artist's country of 
residence, a visa/work permit is often required. Visa 
and work permits need to be top priority for any good 
manager and the progress of these documents needs 
to be monitored on a daily basis. If the artist or any 
member of the band has a criminal record for drug 
possession or anything else, this can be a major 
problem in securing visas or work permits, so before 
engaging a new member it is worth checking these 


issues. 


If the manager feels uncomfortable about interfacing 
with consulates and embassies for such 
documentation, there are several specialist visa 
agencies that can be used to obtain visas on behalf of 
clients. US visa agencies specialising in US work visas 
include EVC - Entertainment Visa Consultants and 


Traffic Control Group. 


The manager will also need to coordinate travel and 
hotel arrangements usually with a travel agent and the 
tour manager. It is always a good idea to leave early 
when leaving for the next show in the next town or 
city, to allow for unexpected factors such as a vehicle 
breakdown, heavy traffic or bad weather. If there are 
two hours in hand, this can make the difference 
between being able to perform or not, or doing the 
show without a sound check (which is never a good 
idea). 
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Similarly, it is always a good idea to take earlier flights 
so that if by chance a flight is cancelled there's still a 
chance to catch a later flight and still reach the 
destination in time. Before flying, it is important for 
the tour manager to check well in advance the check- 
in baggage allowances and the cost of any excess 
baggage. It may be more economical to ship any 


excess baggage or equipment separately. 


The tour manager should always go through airport 
security and passport control last, so as to manage any 
problem a member of the band or crew has ahead of 
him/her. If the artist or manager are booking hotels 
themselves, there are some excellent aggregator hotel 
booking sites such as “Trivago’ or “Trip Advisor’ that 
provide all the hotel options in a particular city and 
advise which booking operator has the best rate for a 


given hotel on any particular date. 


One form of transport in the early stages is to use a 
seated bus that tows a trailer that contains the artist's 
on stage equipment. When the artist becomes better 
known, it may be that the use of a full-sized tour bus 


becomes feasible. 


The manager will need to make sure that adequate 
insurance has been taken out prior to the start of every 
tour or live date. The artist's equipment should be 
insured on a permanent basis when at the home base 


or against damage or loss during tour periods. The 
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manager or tour manager will need to inform the 
insurance agent whenever the equipment is taken 
outside the artist's home country, so that adequate 


insurance is in place. 


Travel insurance (including emergency medical 
expenses and personal luggage) should be in effect for 
any overseas travel. An increasing number of countries 
require proof of such insurance when applying for 


visas. 


As has been mentioned earlier, the most important 
issue with all tours, no matter how small or large they 
are, is to keep accurate financial records on a daily 
basis, preferably on a computer spreadsheet. This will 
make for efficient accounting at the end of the tour, 


which is in everyone's best interests. 


A truly professional tour manager or tour accountant 
will email a spreadsheet of daily expenditure every 
day to the manager, showing all expenditure and 
income together with the balance of cash in hand at 
the end of each tour day. This would be accompanied 
by a separate spreadsheet analysing daily merchandise 
sales. Many tour managers use a tour envelope system 
wherein all expenditure receipts and income are 
recorded on the face of the envelope and the receipts 


are placed inside the envelope. 


50 WAYS TO GET GIGS 


3) cc 


Excuses are abundant: “I’m too old.” “Tm too young.” 


“Other DJs have got my town all stitched up.” “Nobody 
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gives me a chance.” “I gave out some mixtapes, but 
nobody got back - what’s wrong with these people?” “I 
live in a huge city, it’s so hard to break in anywhere.” I 


could go on, but you get the idea. 


Truth is, every night of the week, in every town and 
city across most of the world, DJs take to the decks, 
people dance, and money changes hands. The gigs are 


there. It’s just a case of knowing how to get them. 


In this section, you'll find 50 tried-and-tested ways to 


get DJ gigs. They are split into seven sections. 


I. WHEN YOU'RE ON A NIGHT OUT... 


We're all rightfully concerned with the technical and 
musical aspects of DJing when we start out as DJs, but 
a lot of the work that a busy DJ does has to do with 
getting his or her name out there in order to get gigs. 
And we're not just talking about posting an event or 
your latest mix on Facebook - you also need to do 


some good ol’ human face-to-face interaction. 


If you find yourself in a gig slump right now, or you 
just want to book more shows but don’t know how, 
these tips have everything to do with making the type 
of human connections that will give you the kick in 
the pants that you need (and hopefully, help you get 
that foot in the door, too)... 


1. Connect with other DJs at shows 


Here’s a shocker: one of the best sources of gigs are 
other DJs! My first DJ gig at a bar happened when I 
was 17 (shhh...) at this joint my friends and I would go 
to every Friday night. One night after the primetime 
DJ’s slot, I asked him if I could spin there some time, 
and he agreed that I could do closing the following 
week if I gave him a 60-minute cassette mixtape (this 
was the 90’s, folks...) 


You don’t have to ask every other DJ for a slot soon as 
he or she gets down from the booth, but it really helps 
to chat up other DJs and engage with the meaningfully 
— basically, focus more on you guys hanging out 
instead of you trying to squeeze a gig out of the 
interaction. You come across as more authentic, and it 
makes you less of an annoying jock begging for a spot 
behind the decks. Interacting and adding value to your 
circle of DJ acquaintances will net you gigs later on, so 


don’t rush 
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Get it: while we're all careful about protecting our slots 





(especially for those who do it for a living), sick days 
and days off for even the most hardworking of DJs are 
inevitable. Be the guy or girl who takes advantage of 
this and present yourself as their “backup” when they 
need some downtime. There’s nothing wrong with 
being forward about this — just don’t be too pushy 
especially if you’re just connecting for the first few 


times! 


2. Personally hand out mixes so people get to 


know you and your sound 


Stand outside a club on a busy Saturday night and 
hand out your hottest mix. Punters heading out of a 
club will want music, and they’ll want it even more if 
it’s free and easy to listen to, meaning it’s in a medium 


that they can quickly listen to. 


Ultimately, this will depend on your city or part of the 
world you're in: do people take cars just to get to a 
party? Burn your mix to CD and give it away. Do 
clubgoers take the bus/train, or walk? Offer a link to 
your Mixcloud so they can pop in their earbuds and 
listen to you on the way home. Live in a hipster town? 
Dub the mix to tape and watch them twirl their 


handlebars in glee. 


While these folks won’t normally give you a gig in 
exchange for your mix, what they will give you in 
return are listens and, potentially, word of mouth 
about your sound (and your late night hustle standing 


out the club in zero-degree weather). 


Get it: while you're giving away a mix, why not soup it 
up and turn into a press pack? Don’t give just about 
any piece of printed paper (anyone can do that). 
Instead, make it a bit more interactive: put a QR code 
in it that links to even more mixes and content, or 
download an app like Layar to turn it into an 
Augmented Reality experience, and so on. Get a bit 
creative for maximum impact — one of my favourite 
chillout mixtapes came in a ziplock with a tracklist 


written on rolling paper, for instance. 


3. Systematically visit all your local bars 


One of the reasons why you may have a gig drought is 
because you just never really bothered to ask every 


single venue in your town. 


I approached the owner of a 24-hour restaurant / bar 
and asked if I could spin for one of their Thursday 
nights. They’ve never had a DJ on before (usually it’s 
just a solo singer / songwriter or acoustic duo), so the 
management was initially hesitant, especially since 


they didn’t want to rent out DJ gear. This is where 
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having a DJ controller comes in really handy - I told 
them Id bring all the gear I need. That night turned 
into a well-paying year-long gig, all because I saw an 


opportunity and asked. 


Get it: make a list of all the usual gig spots in your 
town (e.g. clubs, popular bars, and so on). Once you’ve 
shortlisted all the obvious joints, spend some time 
researching and asking around about smaller pubs, 
bars, and bistros that may have not even have 
entertained the idea of having a DJ on. Chances are 
they’re still piping in music from a CD player or an 
iPhone - as a live DJ,, you can do them one better 
since you're constantly reading the room instead of 


entrusting the entire evening to an algorithm. 


You'd be surprised at how many bar owners are 
hesitant to get a DJ simply because they don’t have the 
gear and don’t want to spend to rent, so make sure to 
mention that you've got all the DJ gear you need and 


you just need to connect to their sound system. 


4. Always take your thumb drives to parties (and 


after parties) 


Keep a USB filled with tunes on your key FOB, along 
with a foldable pair of headphones (or in-ear 
monitors) in your pocket whenever you go out. You 


never know when you'll get the chance to spin (e.g. the 
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night’s DJ is still in an Uber and you're ready to get 
on). Also, spinning doesn’t just happen in front of a 
dancefloor. Lots of magic happens at “back to mine” 
parties. If the group you're with finds out you're a DJ, 
you might be able to take your little crowd on an 
extended journey well into the next day. Someone 
might spot you, and you'll get a “real” booking out of 
1t. 


Get it: keep two folders on your USB stick — one for 
your latest mixtapes, and one for your individual 
songs. The mixtapes are for you to play when you 
need a bit of extra time to switch between DJs (or if 
you just want to play a mix at a party), so always keep 
this folder fresh. Also doubles as a way to get your 
mixtape out in case other friends or DJs want to copy 
it — make sure to fill out all the metadata and put 


album art with your branding on it! 


5. Ask festival / event organisers if you can be the 


opening act 


Big shows like festivals always need more “content” to 
make their line-ups more appealing to ticket buyers, 
and they want to pack in as much as they can within 
budget. I opened for CHVRCHES as well as Toro Y 
Moi when they were doing their Asia tour by asking 


the organisers if I could DJ while the audience piled 
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into the venue, and while I didn’t get paid much for it, 
it was the right kind of “exposure” I needed at the 


time. 


Get it: try getting in touch with local organisers in your 
city and ask if you can play warm up for their events 
for a small amount. Granted, these slot will probably 
be at the “worst” hours of the line-up (either at the 
beginning of the day, or at the very end), but it’s one 
way for you to gig out and work your way into their 
space. Do it again and again, and you may soon find 
yourself getting closer to more coveted time slots, 


which really do come with time. 


6. Serve a mix to bar staff 


When everyone’s gone home at closing, or while 
everyone’s still about to get the club early in the day, 
the bar staff usually spin a mix on a CD or USB stick, 
and more often than not they’re either really old discs 
or tunes that are inappropriate for the slot (EDM 
bangers at 7pm, Celine Dion at 6am, and so on). Why 
not give them a copy of your mix on a thumb drive 
and give them proper warm up / closing down? You're 
doing them a favour by allowing them to worry less 
about music, and it also gets you brownie points with 


the management. 
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Oddly enough, this little trick got me into making 
music playlists for a small chain of restaurants (Spotify 
wasn't around then), and it was a fun way to get paid to 
curate tunes — they paid for all the appropriate 
performance licenses, and they gave me a music 
budget to work with every month, along with a nice 


little paycheck. 


Get it: get your latest mixes on an inexpensive USB 
thumb stick and hand it to bar’s manager or someone 
in charge. Be sure to add DJ idents to your mixes so 
the staff (and whoever else is there at the time) will 
know whose mix it is — it just could increase the 
chance the chance of you getting booked the next time 
they have a think about who they should get onboard 


in the future. 


7. Chat up the event organiser at a function 


I built a couple of months’ worth of DJ business just by 
asking the wedding planner or event coordinator when 
I was at such events if they needed a DJ at their next 
reception or function. A lot of DJs overlook this simply 
because they don’t want to think about work while 
they’re enjoying the party, but being in the same space 
as the person who could potentially book you makes 
for a more convincing pitch because you've basically 


got face time with him or her already. If the event is a 
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huge success, the organisers will be on a high and be 


more receptive to what you have to say. 


Get it: the next time you're at a function or wedding 
event, seek out the folk running it behind the curtains, 
sincerely congratulate them on a job well done, and 
deliver your “elevator pitch”, which is like a short intro 
to who you are, what you do differently compared to 


other DJs, and how you could help them. 


Most of my shows are a result of me just asking 
someone if I could DJ for them, whether it’s a small 
bar, a massive festival, or an afterparty for five people 
in someone’s living room. Asking with the intent of 
adding value to another is your single greatest weapon 


in getting gigs. 


Everyone including your grandmother is on social 
media, so while it’s a basic requirement in your 


promotions, it’s also extremely crowded and noisy. 


In an increasingly fast digital world, it’s those who also 
make time to do old school in-person interactions who 
reap the benefits that only a real-life human 


connection can give. 
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IL. WITHOUT LEAVING THE HOUSE... 


So you've just got in from hard day’s work, grabbed a 
drink and are ready to put your feet up. However, a DJ 
who wants to get more gigs, the action doesn’t stop 
there (does it ever stop?). These seven tips aim to cover 
the things that you can do from your sofa to score the 


extra gigs you crave... 


8. Make the most of your phone’s messenger 


services 


There are so many messaging services available these 
days: Whatsapp, Telegram and Facebook Messenger 
but to name a few. Are you using them to their 
potential as regards networking for gigs? Personally, at 
least once a month, I will go through my Whatsapp 
contacts and send a message to everyone I know in the 
DJ circuit in my area. It’s a nice way to keep in touch 
and it’s an even better way to stay visible. Since doing 
this, I have been given at least one slot to play 
somewhere, usually as the warm up or close for one of 


their respective events, so I can attest to this working. 


Get it: have a look through your recent messages. Have 
you been promoting yourself enough to the right 
people? If there isn’t anyone there that you think 


would be interested, how about messaging them and 
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asking if they know any DJs / promoters or any cool, 
new potential places for gigs? When you’ve done that, 
go through all your contacts and pick out these guys 
that you swapped numbers with at a gig one time; we 
all have these numbers hiding in the depths of our 


contact list. 


As these apps have developed, they allow us to make 
groups. This is another way that you could link 
together people from different friendship groups who 
are also interested in DJing, opening up another 
avenue for you all to play at each other’s events, or 


team up and start your own new event. 


9. Uncover potential gigs hiding on social media 


There is a plethora of social media platforms ready for 
you to use in your quest for getting more gigs. Do you 
do enough to warrant being given a slot somewhere? 
Have a snoop around the groups you are a member of, 
message some of the people there and ask them if 
there are any gigs going. Add new friends and join new 
groups that you wouldn't ordinarily pay much 
attention to. If youre stuck for ideas, party planning 
services can be a good start; thinking outside the box 


here will pay dividends. 


Get it: sign up for different platforms and get 


searching for relevant events and people of interest in 
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your area. Don’t be afraid to send out messages to 
different companies, promoters and bars asking for a 
slot, to be added to their wedding DJ roster, or to join 


an event as a warm up DJ. 


Whats the worst that can happen here, they don’t 
reply. Or say no? No harm done there, and if that is 
the case then keep trying; eventually someone will 
recognise the effort you are putting in and give youa 


shot. 


10.Look through your contacts and make some 


calls 


This might be seen as an “old school” way of getting 
yourself a gig, but as they say: “If it ain’t broke, don’t 
fix it.” Of all the methods listed in this section, this is 
by far and away the most personal. Think about it, if 
someone rings you up out of the blue whom you 
haven’t heard from in ages or don’t know at all and 
introduces themselves asking for help getting or 
setting up a gig, that is going to stick in your mind, 


isn’t it? 


Get it: open your contacts list on your phone and get 
calling anyone you can think of, especially other DJs, 
promoters and friends in the scene. See what’s going 
on with them, see how you can help each other and 


make plans to meet up and go out somewhere for a 
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night of networking and self-promotion. They 
themselves might be in the same rut as you and be 


grateful for your productivity. 


If you are really stuck for people to ring, why not give 
your Auntie Helen and Uncle John a ring? They might 
know someone who needs a DJ for a 30" wedding 
anniversary. The point is, you just don’t know until 


you ask! 


11. Stop lurking and get posting on forums 


Online forums have been around since the internet’s 
early years (BBSes, anyone?), and they are a rich 
resource for gigs and shows. The problem is most of 
us just go through forum chatter instead of 
participating — get out of that “lurker” habit and start 
posting and replying to threads! 


Get it: start by listing DJ forums and message boards 
that are active and relevant to your area. Sign up to the 
top five most active ones (you'll find that there are 
many dead forums online), and begin participating in 
them. Search for ads looking for DJs — you can even 
check out a site like Craigslist for area-specific leads to 
potential gigs. Check upcoming events in your region, 
get the contact details of promoters, introduce 
yourself and, if they agree, send your mixtape and 


press kit to them. 
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A rule of thumb to follow here is that you’ve got to add 
value to the board before you take value from it — that 
means introducing yourself first, helping out in 
threads by answering question and offering advice 
where you can, and generally “giving” to the 
community. Once you've engaged with them and been 
active with them, that’s when you can start to ask for 


leads to gigs. 


12. Sign up for a DJ booking app 


There are apps that exist specifically to connect DJs 
with clients looking to book one for their next event. 
Services like AGNT and Gigwax allow you to search 
for gigs and bookings within their ecosystems. 
Creating profiles with these services also allows you to 
be searchable to agents and promoters who use them 


to book talent. 


Another reason to get on platforms like these is it adds 
to your search rank cachet, meaning your presence on 
these DJ-related sites contributes to the probability of 
showing up higher up in search results when someone 
googles your name. Better that you show up as a DJ 


than, say, a serial killer! 


Get it: start by creating your profile on these services 
and checking out any bookings that are available to 


you. Don’t worry if none are available yet — think of it 
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as “seeding” your DJ profile, which is a crucial part of 
getting your name out there in the interwebs. You may 
not reap any benefits now, but that doesn’t mean you 


won't get anything out of it later on. 


13. Stream yourself: you never know who’s 


watching... 


Hit two birds with one stone by treating each practice 
session as a live broadcast to your followers. You may 
not have thousands of adoring house heads watching 
your every move, but since livestreaming DJ sets is 
pretty much in its infancy, that means not a lot of DJs 
are doing it yet. That’s an opportunity for you to set 


yourself apart and get some attention for your deck 
skills. 


It’s a double-edged sword though - since it’s pretty 
much the “wild west” at the moment, livestreaming is 
also a fast-changing technology: Facebook Live, for 
instance, has begun to more actively clamp down on 
DJ sets that are broadcast over it after just months of 
being one of the most used streaming platforms. In 
that span of time, new livestream options like 
Instagram have emerged, allowing DJs yet another 
outlet for broadcast. A good rule to keep in mind is 
that your livestreams don’t last forever (for better or 


worse!). 
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14. Unlock every DJ’s secret weapon: the super 


calendar 


You're practically surrounded by potential DJ gigs, you 
just don’t see them: all of your mates have birthdays 
coming up — those are potential DJ gigs. You may 
know of relatives of friends who have special occasions 
like wedding anniversaries, baptisms and quinceaneras 
— all of these are gigs waiting to happen. Even your ex- 
girlfriend / ex-wife who swore she’d never see you 
again is a potential booking — she might even cosy up 
to you when you offer to DJ for her and her friends 
“exclusively” when her birthday comes up (hint: 


charge extra 5). 


Basically, every celebration is an opportunity to play 
music, and that’s an opportunity a gig-hungry DJ will 


be smart to take. 


Get it: use a calendar app like Google Calendar or 
Fantastical and start filling in birthdays of your closest 
friends and relatives, then set a reminder to review all 
of these. If you've got a friend’s birthday coming up in 
a month, phone her and ask if you could DJ for her, 
whether she’s throwing a huge bash or an intimate 


party at home. 


As the old adage goes: “you get out what you put in”. If 
you really want to get more gigs, then you have to 


optimise your down time and get your name out 
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there. These days, almost everyone has a smartphone 
and it’s more than likely that you will have your phone 


to hand when chilling on the sofa. 


Whilst using your phone or the internet isn’t as 
personal as a face-to-face meeting with someone, it’s 
still a great and easy way to send personalised 
messages and requests out to your contacts, the easiest 
part of this, is that you can do it anywhere, even from 


the comfort of your own sofa. 
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Il. THROUGH OWNING A PA SYSTEM... 


Just like owning a van and offering to schlepp a band’s 
gear around was a great way for musicians to get gigs 
in the past, having your own PA system these days can 
have the same effect. Check out how having your own 
PA system can get you rocking a party, in these next 


seven tips. 


15. Throw “proper” house parties 


Having your own PA system to go with your DJ gear 
means it’s easier to convince someone that you should 
be playing at their party. It’s also a very good (the best, 
actually) excuse to host your own party! House parties 
are a great way to start out, with a little bit less pressure 
than a larger-scale event. They are also an ideal way to 
get through any teething problems you might have 
with your equipment before you head out into a more 


professional setting. 


Get it: let all your friends know that you have got a PA 
system and are ready to DJ at any upcoming parties. If 
there aren’t any parties on the horizon, then arrange 
one! Just be sure that all your gear is protected from 
spillages and all your cables are taped down properly 


to prevent an untimely end to the party. 
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16. Offer your services as a mobile DJ 


A small PA system with maybe a light two can be 
enough for you to play all kinds of different mobile 
events. This can be anything from friends’ weddings 
and birthdays to corporate events and bar mitzvahs. 
Do a sterling job and your name will soon be passed 
around, getting you repeat gigs left, right, and centre. 
Mobile DJing is quite a competitive market, but 
standards are also not particularly high — go in and do 


a good job and there is definitely room for you. 


Get it: social media and your contacts book are your 





friends here. Does anyone you know have an 
upcoming special occasion? If you aren’t sure, ask 
around. Now you have a PA system, you can offer a 
professional package and make some money to put 
towards adding to your set-up. Offer your services to 
reception halls, function rooms and party planners, 


you never know what might come of it. 


17. Set up at impromptu urban outdoor parties and 


venues 


Having your PA system allows you to pop up, set up, 
and put on a show anywhere with a power source. This 
could be in a car park or on a rooftop, and you could 
even think about hosting your own street party on a 


holiday weekend. If you want to do something at an 
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established location, then there are loads of 
restaurants, pools, and bars lacking the musical 
department that could do with your help. It can never 


hurt to ask. 


Get it: have a brainstorm, which places or events local 





to you could do with the added magic of a live DJ to 
supplement their festivities? When you have a plan in 
place, head down to the place or establishment in 
question, scope it out and, if it’s suitable, offer your 
services. If you want to do something outdoors like a 
block party, make sure you have all the relevant 
permissions from your local authorities and residents. 
You don’t want the music to be cut off in the middle of 


the event. 


18. Get your foot in the door at organised urban 


outdoor events 


There are loads of organised events that do have some 
form of background music playing, these include: 
sports competitions, food fairs, beer festivals, and even 
skateparks. What they might not have, however, is a 
professional DJ playing live for their visitors and 
clients. This is the perfect opportunity for you and 


your PA system to fill this void. 


Get_it: find out when such events are taking place 


locally and get in touch with the organisers. Offer your 
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services and you might find that they would be glad to 
ditch their radios and CDs to have you and your PA 


system playing instead. 


19. Rent out your PA system to others 


The added bonus to having your own PA system is 
that you can rent it out to others, which in turn helps 
you cover the initial purchase outlay. It also allows you 
to get close to other DJs and promoters, potentially 
leading to you getting more gigs that way. You can also 
think about renting your equipment out to bands and 
offer to warm up for them as part of the package. If 
you play this right, you could end up being the go-to 
guy for pop-up events, landing yourself a ton of gigs in 


the process. 


Get_it: post in groups on social media and create 
listings on sites like Craigslist. Get some face-to-face 
networking in. Do anything you can to get the word 
out there that you have a PA system for hire, and you 
will quite literally reap the rewards. Just make sure that 
you have all the necessary contracts and insurance in 


case anything goes awry 
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20. Try busking 


By using a small battery powered PA system you can 
easily hook up your gear and take to the streets, train 
stations and so on... who knows, you might even make 
a bit of pocket money in the process. Not only is this 
good character-building experience, it’s an unusual gig 


and you never know who might be watching. 


Get it: first of all, check if busking is legal in your area. 
If it is, then find out where you can do it and if you 
need a permit to do so. When you have all of the 
necessary information, investigate and find a good 
spot. When you have found your space, set up and get 


ready to rock the Saturday shopping crowd! 


21. Turn your PA into a full-on sound system 


By adding a power generator to your PA system, you 
have the makings of a solid sound system. This allows 
you to go one step further than the above by opening 
up the possibility of places that you can play. You can 
now play anywhere that doesn’t have electricity: at 
campsites, on the fringes of festivals or even at Mount 
Everest Base Camp. This sound system culture has its 
origins in 1950s Jamaica, in the ghettos of Kingston. 
DJs would load up a truck with a generator, turntables, 
and huge speakers and set up street parties. Why not 


follow in their footsteps? 
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Get_it: find out where the nearest music festival is, 
pack up your stuff, and head out. If that seems a 
stretch too far, then get in touch with some friends and 
organise a camping trip in the middle of nowhere, 
where you can blast out tunes all night long. 
Remember, you can play anywhere now, so think 


creatively. 


In all, adding a PA system to your DJ arsenal is a 
surefire way of getting more gigs. It gives you 
something extra to offer people that might want a DJ 
to play in their establishment or at their event, but fear 
that they can’t factor in the rental cost of equipment. 
Having a PA system allows you to kill two birds with 
one stone for them. It might seem to be an expensive 
outlay at first, but you can always rent your gear out 


and the system could pay for itself. 
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IV. WHILE YOU'RE SLEEPING... 


There are loads of resources that when set up 
properly, require minimal extra effort to maintain and 
serve as a constant advertisement of your DJ services. 
However, this will only work effectively if you deliver 


clear calls to action and compelling material. 


22. Have your own website or blog 


Social media’s hot right now, but if you read the fine 
print on any of these sites like Facebook, Twitter, or 
Instagram, you find out that none of what you post 
here actually belongs to you. Now that’s fine for 
photos of you and your pals hanging out at your 20" 
High School Reunion, but what about posts that are 
relevant to your DJing career such as impressive gig 


photos and video clips that belong in your press kit? 


Social media is ever-evolving — sometimes that means 
the services get better, sometimes the services change 
priorities and become totally different things 
altogether (remember MySpace?), and at worst, the 
services themselves shut down (Multiply and 


Friendster are prime example). 


Think of your website as a calling card, résumé, and 
show reel all in one — it’s your online hub where 


potential clients can book you directly through a 
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professional channel, instead of sending you a 
Facebook message that gets lumped in with all your 


other personal communications. 


Get it: think long term and build a website to give your 
photos, videos, blog posts, and other media a real 
home on the web. It’s never been easier thanks to 
platforms like Wordpress, as well as DIY services like 
Squarespace and Wix that get you up and running 
with your own website in an afternoon - no HTML 


required! 


Don't forget to add a contact page: Add your phone 
number, email address, and social media handles. Also 
add a contact form on your website so clients can book 
you straight, and make sure that it goes to your DJ 
email (you've got one right?) so that you can respond 
from a professional email address. You'll also want to 
sign up for a mailing list service like MailChimp or 
TinyLetter, which lets you build and maintain an 


email list that you can use for sending newsletters. 


23.Upload your mixes and productions to 


streaming platforms 


Apart from your website, streaming sites like Mixcloud 
and SoundCloud are also great places for potential 
bookings — you're essentially “giving away” something 


you've worked on, whether that’s a mix or a tune 
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you've created, so letting folk know where and how 
you can be reached is the next natural progression in 


generating leads. 


Get it: use your Mixcloud and SoundCloud accounts to 
generate gigs by having what’s known as a “call to 
action” on these accounts. Add a link to the Contact or 
Bookings page of your website in the details portion of 
your Mixcloud / SoundCloud profiles, and don’t forget 
to put your email address and other details too like 


phone or mobile number. 


24. Update and prune your social media pages 


Keeping a professional, updated, and well-groomed 
social media presence puts you miles ahead of other 
DJs who just sign up for anything new that they see 
generating buzz online. You don't have to post to all 
your accounts on a daily basis as if you were a whiz kid 
social media influencer, but posting at least once a 
week to just a handful of platforms makes you look 
more credible and committed, plus it lets promoters 
and clients know what you're up to — this helps keep 


you top of mind. 


Everyone wants to get on the latest new platform: at 
one point it was Facebook, then Twitter and 
Instagram, and now it’s Snapchat. Trying what’s hot is 


fine — you could potentially grow an audience on it — 
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however, it’s all too easy to just keep signing up for 
new platforms while forgetting to remove all your 


inactive ones. 


Get it: deactivate all social media and streaming 
platforms that you haven’t used in over six months. 
These are potentially getting clicks from promoters 
and people who are trying to book you, and if they see 
a profile page that hasn’t been updated since 2018, it 
makes you look like you aren’t spending even a small 
amount of web time to prune and groom your online 


persona. 


25. Upload gig clips to YouTube 


Almost all DJs have Facebook, MixCloud / 
SoundCloud, and Instagram / Twitter, but not every 
DJ has YouTube. This is partly because DJs may see 
YouTube as secondary to their promotion efforts (“I’ve 
already got my music on all the other platforms, why 
should I work YouTube too? I don’t have anything to 
talk about!”). Some DJs also just aren’t sure what sort of 
videos they should be posting, and with thousands of 
videos are uploaded every hour, that makes getting on 


YouTube seem daunting. 


Given this, YouTube is still a good place to build a 
connection with your audience: you can post videos of 


your most recent gigs. You can also start a vlog talking 
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about things that come naturally to you as a DJ, like 
your favourite music, a tour of your DJ set-up, or 
maybe even a quick tutorial or review of a piece of kit 
that you enjoy using. This gives you a different point 
of contact compared to the usual mix streaming 
platform that DJs already use, and puts a real “face” 


behind the music. 


Get it: start small and don’t strive for perfection. 
Perfection is the enemy of progress, and will just make 
feel like you're not good enough for this. Even the best 
YouTubers started somewhere (for proof of this, check 
out digital dj tips’ founder Phil Morse’s very first 
YouTube video). Think of your YouTube channel as 
just a way to talk to people. Don’t put on a face to get 
views, instead focus on being yourself - you're the 


best at doing that! 


26.Use DJ bidding and booking sites 


Another area that casual and hobbyist DJs tend to 
ignore are DJ directory / listing and booking sites. 
These are usually fertile grounds for mobile gigs and 
functions, and as such are catered towards professional 
DJs, with sites such as Wedding Wire, The Knot, 
Eventective, My Wedding, and so on. 


However, there are also sites that serve more general 


DJ entertainment, such as sites like Gigsalad and 
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Gigmasters. Resident Advisor is both a news and DJ 
lisitng site that’s globally recognised as a source for less 
commercial electronic dance styles, so if you DJ that 
sort of music, you should Get it.Get it: spend an 
afternoon canvassing for DJ listings and registries that 
are relevant to your area, and sign up for them. Make 
sure to include your most recent photos, contact 
details, social profiles, and links. You'll also want to 
check message boards like Reddit and sites like 
Craigslist if there are opportunities for you to 
advertise your services and to link to your website and 


social media pages. 


27.Go analogue and print flyers or advertise on 


classifieds 


Good ol’ print advertising still works. Have a friend 
create a flyer for you that you can hand out or post on 
a bulletin board at the local coffee shop. If you don’t 
know anyone who’s handy with a digital brush, get on 
a site like Designcrowd or Fiverr and crowdsource a 
design that you'll want to use. Once you've decided on 
one, visit your local printer and have a stack of them 


made — they don't cost as much as they used to. 


28.Get a dedicated 24-hour booking number with 


answering machine 


217 


Here’s an old school tip: get yourself a dedicated 
phone number for DJ bookings. In the past you’d have 
to set up an answering machine to take calls and 
record them when you're away, but these days you can 
use a service like Google Voice or Skype to do that for 
you. It’s like having a 24-hour phone in desk 
specifically for your bookings, with the added bonus 
of you being able to check your messages only when 
you want to, which means no taking business calls 
while you're out to dinner with the family or at the 


movies with your significant other. 


Get it: Google Voice is free to use, but limited to the 
United States, so if you're outside the US and you want 
to try something like this, try using Skype instead, 
though there’s annual fee to pay depending on what 


phone number you'd want to have. 


Another thing to consider if you're feeling particularly 
nostalgic is to use the landline that comes free with 
your cable or broadband subscription — hardly anyone 
uses a landline these days for personal calls, so you can 
simply make this your “business / bookings” number 


and connect it to an answering machine. 


Of course, it will take a bit of effort to get these 
processes in place and working for you. However, 
once they are done you are really maximising your 
time and gig-getting resources. You will be able to 


sleep tight, knowing that you have done all you can to 
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get more gigs in your waking hours and might even 
score one through the night. Once you are up and 
running, all you have to do is keep an eye on your 


materials to make sure they are all up-to-date. 
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V. By approaching venues others haven't thought 
of... 


You might have already exhausted all of the “standard” 
options when trying to get yourself a gig. Places like 
clubs and bars will already have lots of DJs lining up to 
play there. If that is so, why not think outside the box 
and find your own niche? It may well lead to you 


getting more gigs. 


29.Shops and clothing stores 


Most shops will have some form of music playing for 
their clientele. This means that they already have a 
built-in system ready to use. For them, a live DJ is a 
great way to drum up interest around their business; 
they may be happy to have you play instead of their 
usual music from CDs. The same goes for real estate 
open houses, new art gallery installations and perhaps 
more obviously, record shops. There are lots of option 


open to you here. 


Get_it: the next time you are shopping in the city 
centre, do some research on places that you think 
could do with a live DJ or those that you would like to 
play in, regardless. When you have a plan, go into the 
place you have chosen and pitch your idea to the 


owner / manager. This could well be a great way to 
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increase your visibility and if you smash it, is pretty 
much guaranteed to lift the mood of bored shoppers. 


Win-win. 


30.Showrooms, fashion and otherwise 


Fashion and car showrooms often have DJs playing at 
the unveiling of new clothing lines and car models. 
Fashion, sports cars and partying often go hand in 
hand, so if you do a good job, you might come away 
with some useful contacts to help further your DJ 


career. 


Get it: do you have any friends involved in the fashion 
scene? How about any that work in car sales? If so, get 
in touch with them and let them know that you would 
be glad to play at their next big event. If you lack these 
contacts, find out when the next fashion event is in 
your area. Get down to the car dealerships. Contact the 


appropriate people and offer your services. 


31. Aboard a boat 


Canals, lakes and of course, the deep blue sea. There 
are plenty of places where you can hire a boat and set 
up your equipment for a floating party. The bonus of 
this novelty style party is that you can even use this as 


a springboard for a series of events which, in turn gets 
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your name out there and can make you some extra 


cash in the process. 


Get it: have a look at local boat hire companies, get a 
few quotes and start to sketch out a plan. Get some 
friends on board (puns ahoy!) and you have a choice, 
you can go on a DJ fishing trip with your buddies or 


you can be a bit bolder and organise a full-on boat 


party. 


32. At local leisure and entertainment centres 


Every town has some form of leisure or entertainment 
centre. These include places like ice rinks, bowling 
alleys, roller halls and even water parks. These places 
always have some kind of music and sometimes a DJ 
too. It can never hurt to ask if they would like to switch 
their CDs for a live DJ or if they have any free slots 
going that you can fill. 


Get it: by now you know what is necessary, do some 
research and make some calls. Even if these things 
don’t exist in your town, there is likely to be at least a 
hall or school gym where you can throw your own 
roller disco. If you take a step back and pay attention, 
others are doing this kind of thing all the time, so why 


shouldn’t you? 


33. Conventions and trade shows 


There are conventions & trade shows for every 
conceivable line of trade and industry. The best thing 
is that they are held practically every day, in every 
place, all over the world. Get in touch with your local 
exhibition centre and find out what is going on in your 


area! 


Get it: find out about local trade shows and 
conventions, contact your local exhibition centre. 
Another good resource is the trade show indexing site 
10times. Get in touch with the event organisers and ask 
if you can play, it doesn’t matter what kind of 
exhibition it is. A gig is a gig, right? In the past, 
deadmau5 has closed Valves yearly e-sports 


competition. 


34. Cafes and tea rooms 


Coffee shops, tea rooms and basically anywhere 
serving food and drinks are venues often untapped by 
DJs. By default, there is a chilled environment for 
people to enjoy your music in. However, these kinds 
of gigs are potentially quite tricky, as your track 
selection will have to be spot-on so as not to disturb 


the laid back mood of the room. 


Get it: these types of establishments are everywhere. 
Spend some time checking a few of them out, until 
you settle on one that you think suits your style of 
music. Make a mixtape and speak to the manager 
about potentially playing there for them. You might 
want to suggest that they try out your demo over their 
sound system and see how their clientele respond. If 
everything goes to plan, you'll swiftly be setting the 


mood. 


35. Sport stadiums 


Any venue with a tannoy system is a great choice. Why 
not offer to do some DJing there, since they’ve already 
got a sound system in place? It might be a tad 
unrealistic to aim to take over a slot at the Super Bowl 
or the NBA Finals, but there are lots of events taking 
place weekly at stadiums that you might not have 
previously paid attention to: Junior and reserve team 


events are a good example of this. 


Get it: the key is to get your foot in the door, and then 
by default, you increase your chances of being given a 
slot at a more important event or game. Get yourself 
down to the local stadium and ask if you can spin 
some tracks pre-game to warm the crowd. It doesn’t 
matter what the sport is, nor who is playing. To use a 


football saying: “if you don’t shoot, you can’t score.” 
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There are tons of different places that already have the 
necessary sound equipment in place, ready for you to 
play. All you have to do is research and find a suitable 
one that you are confident of performing at. Promote 
yourself to the appropriate people and if they give you 
a chance, always be ready to blow them away. Push 
yourself. The more gigs you get under your belt of any 
type, the greater your chance of getting more gigs 


becomes. 
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VI. WHILE YOU'RE ON HOLIDAY... 


Naturally, you'll want to kick back and catch some 
rays. But why not take the chance to boost your 
experience and get a gig in unfamiliar settings, in a 
different country? At the very least you should always 
be prepared to play, whether it be for a bit of fun, or 


something a little bit more serious. 


36.Always take a USB stick with you 


In order to get gigs on holiday in the past, you would 
have had to lug a crate of records around with you. 
Nowadays, there is little excuse for not being 
prepared, especially if you are serious about pushing 
your DJ career forwards. USB sticks are cheap, easy to 
carry and can hold thousands of tracks, meaning you 


can always be ready to connect to a sound system and 


play. 


Get it: before you jet off into the sun, check your 
current playlists or create new ones on a USB stick. 
When you arrive at your hotel, have a look around the 
bar and pool areas and see what the deal is music-wise. 
The same goes for the local bar areas that you might 
wander into. If somewhere takes your fancy, speak to 
the manager about putting some tunes on and see 


what they say. 
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37. Work out some gig swaps with locals 


Residency and gig swapping goes on weekly in pretty 
much every city. It’s a great way to get more bookings 
with promoters returning each other the favour. 
Taking the idea a bit further and offering to do it when 
youre abroad can improve your international DJ 
profile. You can then have the guys whose event you 
played at come over to visit you in your home town 
and put on an unusual event for the party goers in 


your city. 


Get it: in the weeks leading up to your holiday, have a 





look on sites that list local events such as Resident 
Advisor. If there is something going down that floats 
your boat, try and get hold of the promoters or 
resident DJs via social media. Send them a message 
telling them that you are coming, the dates that you 
will be there for, and ask them if they would be 
interested in having you play, with you allowing them 


to do the same in the future. 


38. Throw parties in your hotel room 


Usually, people go on holiday to have a fun time and 
unwind. Sometimes, there just aren’t enough places 
open late enough to satisfy your thirst for fun. This is 
where hotel room parties come in. All you need is a 


music player and a mini speaker, something like the 
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Minirig would be perfect. The main thing to bear in 
mind here is that you have to be respectful to the 
other guests or alternatively, invite them over. Quality 


music doesn’t have to be played loud to be enjoyed. 


Get it: it is more likely that you will take some form of 
music player with you on holiday. That’s half of the 
bases already covered. If you pack yourself a portable 
speaker, then you will be all set to throw an 


impromptu room party come closing time. 


39.Take a dip into pool bar parties 


In most cases, there will be some kind of DJ 
equipment at the hotel bar by the pool. A lot of the 
time though, there is no DJ, just a CD mix or Spotify 
playlist streaming over the speakers. You can take 
advantage of this by speaking to the bar staff and 
putting forward your idea to spice up the night time 


festivities with a live DJ set. 


Get it: after the first full day and night hanging around 
the pool and bar area, you will have a solid idea of 
what can be done. You have nothing to lose by going 
up to the bar manager and offering your services. It 
will certainly boost your popularity around the hotel if 
you can successfully pull it off. Speak to the staff and 
other guests before you play and work out which 


genres and tracks they would like to hear. 
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40.Get on-board and become a cruise ship DJ 


Every cruise ship has at least one nightclub and several 
bars where DJs play. If you are heading off on a cruise, 
there could well be an opportunity for you to kill two 
birds with one stone and get a gig, while you sail 
around in warmer climes. Another idea, if you fancy a 
career move, is you could set out with the aim to 


become the resident DJ on a cruise ship. 


Get it: this kind of gig will see you away from home 
(and land) for a while, so it requires some serious 
thought. If you are sure that you want to go down this 
road, then get some mixes made and get in touch with 
the relevant people. If you are already heading off ona 
cruise, make the most of it by contacting the ship’s 
head of entertainment. If that isn’t possible, have your 
USB sticks ready and mosey down to the bars when 
you arrive aboard and ask. What is it like to be a cruise 
ship DJ? 


41. Spin at the kid’s club at a resort 


Perhaps the most unusual type of gig in this list and 
potentially the most draining. Putting on a children’s 
disco is not an easy endeavour, but freeing up a few 
hours for grateful parents to relax is always 
worthwhile. You'll certainly be popular around the 


resort, at the very least! 


Get it: every resort has some kind of kid’s club. Speak 





to the rep and see if they would be OK with you 
setting up a disco for the children staying in their 
hotel. Be sure to have the latest hits and party tunes in 
your playlists and be confident that your party games 
are up to scratch. It might be a good idea to pack a mic 


as well, just in case. 


42.Centre your gap year or extended travels 


around DJing 


If you are off on a coming of age gap year or just want 
an extended break from the daily grind, why not make 
DJing the focus of your trip? By chucking a small 
controller into your backpack, you will be ready to 
quickly set up at any bars that you come across that 
you feel are lacking musically. It could be a good way 
to supplement your trip with some extra cash, and 


could save you drinks money too. 


The most beneficial thing here is that you will meet a 
ton of new people in each place quickly. This makes it 
easy to promote yourself, giving out links to your 
social media pages and so on. You will be on a “world 
tour”, something most DJs aspire to but never actually 


accomplish. 


Get it: get yourself a small controller for your laptop 


software. Something like a Traktor Kontrol X1 would 
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be perfect. Stock up on music and curate your library 
and you are good to go. You never know what new 
experiences this approach might unlock. You could 
end up staying somewhere permanently as a resident 
DJ. 


You have to hustle to get gigs. By always being ready 
to play, you are maximising your chances of getting 
gigs. There are always times when you sit somewhere 
on holiday and think that the place could do with 
some quality music, and you are not alone! With that 
in mind, look no further than the Scouts Motto: “Be 
Prepared”, meaning you are always in a state of 


readiness in mind and body to do your duty. 


VII. BY PARTNERING WITH OTHERS... 


Lots of people start out on their quest to get DJ gigs 
alone. They might well be the only musically oriented 
member of their respective friendship groups. Going 
it alone is fine and does work, but it can make things 
more difficult, especially if your local DJ circuit is 
“closed” to outsiders. Being a little bit more creative in 
your approach can yield a shed load of gigs and 


teaming up with others is a good way to achieve this. 


43.Do some residency swaps / back to back (B2B) 


shows 


Residency swapping is a great way to get more 
bookings with promoters returning each other the 
favour. If you combine this with playing back to back 
(B2B) with other promoter / DJs, you might also be 
invited to do the same at their events. This can get you 
a lot of exposure with friends and fans of the other 
DJs, as they will be guaranteed to be dancing to both of 


your tracks. 


When choosing a partner to play with, try to find 
someone who is the same “level” as you, career and 
skills-wise: partnership requests sent to Carl Cox may 
go unanswered, while asking someone who just picked 


up DJing a week ago isn’t likely to benefit you hugely. 
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Get it: get in touch with as many DJ / promoters in 
your area as possible and float the above ideas. If you 
don’t know anyone, head out to some local events and 
make some acquaintances. Let them know of your 
ideas and ask them if they would be interested in 
having you play or if they would like to play at your 
event. This is only going to boost both of your local 
profiles and you are making more connections in the 


process. 


44. Form a collective with like-minded folk 


There are loads of examples of how forming 
collectives has helped catapult DJs into the limelight. 
Collectives are medium and large-sized groups of DJs, 
producers, promoters, and visual artists / designers 
that all rally under a common musical / aesthetic 
vision and ethos. Recent examples of this include 


Moving Castle and Soulection. 


When you have formed your collective, you can offer 
to take over clubs for a full night, tapping into each 
other’s networks in order to promote and market the 
event. It’s an awesome way to pool your resources and 
different skill sets to help push each other to new 
heights. When you've formed your group and hashed 
out your vision for what you want to achieve as a 


collective, start booking those shows and get gigging. 
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Get it: if you have some DJs that are mates, that’s an 
ideal starting point. If not, get out, network and find 
some! It is important that you all share the same 
artistic direction though. Find DJs with a similar 
musical style and ethos as yourself. Make sure you 
thrash out a solid blueprint of what the collective 
stands for before you hit the clubs. If you work hard 
and build up a decent following, the gigs will roll in. 


45. Partner with live musicians 


DJing with a live musician is going to make you stand 
out from the crowd. By playing a well-rehearsed set 
with a singer or musician, you can market yourself to a 
broader range of establishments and events. Examples 
of this might be teaming up with a vocalist who sings 
as you mix the instrumental tracks for them, or an MC 


and showcasing your scratching at a rap battle. 


There are lots of opportunities to be exploited when it 
comes to live musical performances, simply because 
being “that DJ” who performs with musicians instantly 
differentiates you from other jocks, and it allows you 
to get gigs at places normally reserved for bands / 
instrumentalists. It also lets you bag more slots at spots 
where every other DJ gigs at because, suddenly, you’re 


different compared to all of them. Think of it as 


extending your musical reach and presence as a DJ 


without having to learn a new instrument. 


Get it: put some adverts out, ask your friends and post 
on social media groups. Simply: “Singer / 
instrumentalist wanted for live performance with DJ” 
would do the trick. Be creative, push yourself and you 
might get yourself booked in places that wouldn’t 
usually have a DJ. 


46.Team up with artists of other mediums 


How could DJs maximise the potential of the bar / 
club space they’re playing at? There are loads of ways 
that you can spice up an event: one of them is by 
adding in a light show or by getting a VJ to perform 
with you. Another is you could DJ while someone 
performs visual art on the spot, such as a sculpture or 
painting, or you could even DJ while someone 
performs a drama or to accompany a silent film — Jeff 
Mills has done something like this for the 1927 classic 


movie Metropolis, for instance. 


Fusing the visual world with DJing turns your gig into 
a work of art. As with tip number three, this lets you 
get gigs at venues and spaces such as galleries, theatres, 


and cinemas, which are normally out of reach for DJs. 
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Get it: take advantage of emerging and existing 
technology. Do some reading and get some ideas. Try 
to be at the forefront of what’s going on in your area, 
and seek out the guys doing great work in lighting and 
video. Put forward your idea of teaming up with them 
and offer to do a show together. If you can put 
together an event with a proper light show and DJing 
combined, that has real wow factor. This is another 
level of show and is certain to impress bar / club 
owners in your area and resultantly, more gigs will 


follow. 


47. Partner with local event organisation companies 


People coming to wedding planners and marquee hire 
companies, for example, often ask them for DJ 
recommendations because they have no idea where to 
look themselves. These types of companies have a 
shed load of clients on a weekly, if not daily basis. If 
you are known to them (and they like working with 


you), then a ready stream of gig referrals await. 


Get it: again, do some research locally and find out 
who the movers and shakers are in these kinds of 
industries. Exchange contacts with them and even blag 
a bit if you have to. Tell them you are setting up 
events and their services tie in nicely with your ideas. 


A bit of “you scratch my back and I scratch yours” 
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always goes down a treat in these types of negotiations. 


If you make yourself their go-to DJ then you are set. 


48. Partner with a brand you love and believe in 


Brands are all about authenticity, and nowadays being 
a genuine fan of something can take you a long way. 
One forum moderator, Terry bought a car from an 
automobile brand that he loved. Representatives from 
the brand saw one of his photos with the car he had 
bought (there were custom “Terry_42” DJ stickers on 
the car, very cool) and reached out to him. They had a 
back and forth, which ended in the brand inviting him 
to play some local corporate events for them and, in 
the end, he was flown out to perform at their huge 


global marketing event. 


Get it: are you really into a certain company and its 
products? Of course you are, we all are. If you have a 
real passion, get the brand’s attention through social 
media posts as in Terry_42’s case, as well as face-to- 
face interaction. You will be pretty much a dream 
employee for them — how many people that work for 
these respective companies have true passion for the 
product? Use this to your advantage, follow Terry_42’s 


example above and see where it might take you! 


Even more so, if there’s a brand you love and are 


already connected with, tell them youre a DJ, tell 
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them you'll help to promote their products and play at 
their events. This kind of effort will soon see you rise 


to the top of the pack. 


49.Crowdfund to put events on 


This is a fantastic, relatively untapped way of putting 
on quality events in your local area. Crowdfund a DJ 
that you and your friends want to hear, and book 
yourself as the warm up DJ. You get a gig, your friends 
(and their friends) get a party, and you get to meet 
your hero too! You’ve got the added bonus of 
associating your DJ brand with whoever you end up 
booking, which in turn raises your DJ profile and 
cache of cool. You are also minimising the risk of 
losing money, which is something that most people 


worry about before putting on their first gig. 


Get it: this isn’t as hard as it looks — crowdfunding sites 
like Show4Me, Indiegogo, and Kickstarter are good 


places to check out. 


50. Why not partner with yourself? 


You should always try to add something to your set 
that isn’t just DJing to differentiate yourself, add to 
your DJing, and raise you above the competition. The 


more unique you are, the less competition there is. 
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Founder of Digital DJ Tips — Phil Morse — once played 
a gig with Andy Cato of Groove Armada fame. While 
playing, Andy took off to the crowd with his mic’ed 
trombone playing through into the sound system. 
That is different and is a promoter’s dream, so make 
yourself more bookable by setting yourself away from 


the vanilla sets that the majority are playing. 


Get it: be as creative as possible. Do what others aren’t 
doing. Have an idea? Try it! You only know if 
something works or not by trying it - you don’t make 


100% of the shots you don’t take. 
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MERCHANDISE 


Merchandising can provide an important 
stream of income for an artist, if handled 
correctly. An astute manager will spend time 
researching the kind of merchandise fans of 
an artist will want to buy. This can include 
T-shirts, sweatshirts, CDs, DVDs, memory 
sticks, hats, jewellery, tour books, mugs, 
posters, framed signed autographs, specially 
numbered limited editions etc. It is always a 
good idea to have at least one high-priced 


piece of premium product for tber-fans. 


If the artist is playing at smaller venues, with 
perhaps up to a 700 capacity, it is important 
for the artist to sign the CDs, DVDs, framed 
photographs well in advance which can be 
sold at a premium. Personally signed CDs 
and DVDs are always in demand by fans and 
are highly valued. A developing band/artist 
should always come out to meet fans by the 
merchandising stand as soon as they come 
off stage, in order to sign the merchandising 


items or even sell merchandise themselves. 


Fans expect direct contact with the artist 
much more in the modern era and will buy 
items directly if they can get them 
personally signed. The artist should engage 


in conversations with fans and be prepared 


to have his/her/their photographs taken with the fans 
if requested. If a fan has a good direct-to-artist 


experience, they are likely to become a fan for life. 


It is essential to have the merchandising stand in a 
well-lit area and where there is maximum amount of 
audience traffic. This is usually the foyer near the 
entrance, or even in the venue itself near the entrance 
point to the main venue space. If the merchandising 
stand is in a poorly lit area around a corner where 


nobody sees it, merchandising sales will be low. 


It is a good idea for the manager or tour manager to 
present and talk about the key pieces of 
merchandising on _ stage just prior to the 
musician/band being announced, a strategy that has 
the potential to boost sales. It is important that the 
merchandising stand or table is set up and fully 
operational prior to the doors being opened at the 


beginning of the event. 


If the artist becomes very popular and regularly sells 
more than 700 tickets for a show, it may be 
impractical to come out and meet the fans after the 
show as there simply won't be time to meet all those 
that will like to meet the artist. If members of the 
audience have waited for some time after the show 
and are then unable to meet the artist, it may be 


counterproductive and they may lose interest in the 


241 


artist altogether. In this case it may be better for the 


artist not to come out at all. 


On a tour, it is important to control the merchandise 
stock carefully. If the right stock is not at the venue, 
income will obviously suffer. There is nothing worse 
than the audience clamouring to buy merchandise and 
there being very little to sell. If an artist becomes more 
popular, selling perhaps over 1000 tickets per show, it 
is worth considering hiring specialist merchandisers. 
These are companies who can organise everything 
including design, manufacture and stock control and 
who will also transport and sell the merchandise at 
each venue. For this service they will take a percentage 


of sales. 


There are many specialist merchandising companies, 
these are examples of the world’s largest: Backstreet 
International Merchandise (based in New York and 
London), Bravado (based in Stockholm, London, New 
York, Los Angeles and San Francisco), Live Nation 
Merchandising (worldwide), Cinderblock (based in 
Oakland, California), TSP merchandise (based in 


Australia) and Gene Pelc (based in Japan). 


With the major record labels increasingly insisting on 
360 degree agreements which often include a 
percentage of merchandising income, Sony and 


Warner have created their own merchandising 
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divisions. You may be wondering, what is a 360 


agreement? Well... 


As record labels’ turnover and profits have been 
declining due to the problems that exist with 
unauthorised file-sharing, many have been looking to 
participate in the other income streams available to 
the artist. These are fast becoming the norm and are 
referred to as 360 degree agreements. In addition to 
recording income, record labels are demanding 
participation in other income such as publishing 
income, income from live work, merchandising 


income, income from sponsorship and branding etc. 


Artists and manager should think carefully before 
entering into this type of agreement, as it may be 
advantageous for the artist and team to manage these 


other income streams themselves. 


Two other pioneering services to consider are Sandbag 
and Topspin, both which offer complete 
merchandising, ticketing and fan engagement 
solutions. An online merchandiser, such as CD baby, 
Backstreet, Sandbag or Topspin, will also distribute 
CDs and DVDs for an artist via their own online web- 


store or via a web store especially created for the artist. 


A typical arrangement for this type of agreement is for 
the service provider to take 20-30 per cent of all sales, 


depending on the volume shipped. This assumes the 
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artist provides the online merchandiser’ with 
manufactured finished product. If the merchandiser 
manufactures the merchandise and/or CDs at its own 
cost, the percentage taken can increase to 60-70 per 
cent, leaving the artist with a net 30-40 per cent of 


sales. 


The processing of physical merchandise and recorded 
product sales online, including the credit card 
payments and shipping of the product, is sometimes 
referred to as ‘fulfilment.’ Credit card, debit card or 
PayPal charges as well as postage and packing charges 
are usually added to the price of the merchandise and 


paid by the purchaser as an extra charge. 


Another issue regarding merchandising is that of 
‘bootlegging’, i.e. rogue sellers of merchandise selling 
to fans outside the venue. This is particularly common 
for well-known artists outside large venues. Many 
countries have laws for the prosecution of such illegal 
sellers, again important to reiterate the importance of 


registering trademarks in those countries. 
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PUBLISHING, LICENSING J COPYRIGHT == 


And now we get to the back end, the not-so- 
glamorous part of the business (seldom 
talked about) and yet one which forms the 
bedrock of the industry. From the music 
enterprise's perspective, this is where 
ownership of the musical works is made thus 
enabling commercial exploitation of those 
works and how an artist can potentially 
generate substantial returns and create a 


stream of passive income. 


Precisely how this is done is through 
ownership of the copyright associated with 
the musical works produced. Copyright and 
related rights are a form of Intellectual 
property — which in itself is an asset class. 
This then makes copyright of those works 
produced a primary asset in the books of the 
music enterprise on which to generate an 


income. 


Correctly defined; copyright is the exclusive 
and assignable legal right, given to the 
originator for a fixed number of years, to 
print, publish, perform, film or record 
literary, artistic, or musical material. An 
alternative explanation put forth is that 
copyright is a form of protection that is 


granted to intellectual property. 


Copyright protects the rights of the authors, inventors 
or creators of original work. It is a way of assigning 
ownership of a piece of media or an idea to the 
originator, author or creator of that work. Copyright 
prevents the object of the copyright from being 
unduly replicated, copied, credited to, or profited on 
by anyone other than the person(s) who own the 


copyright. 


Traditionally the term ‘copyright’ refers to an author's 
works, whereas rights of performers, record labels (or 
more accurately phonogram producers) and 
broadcasting organisations are usually referred to as 
‘related rights’ or ‘neighbouring rights’, but they are all 
forms of Intellectual property rights. 


The duration of copy protection tends to be 
considerably shorter for performers and recordings 
than for author’s works. In South Africa, for instance, 
the default copyright term is the lifetime of the 
composer and for 50 years after the end of the year of 
his/her death for most types of works (literary, musical 
and artistic) In the case of sound recordings 
specifically, the term is the lifetime of the composer 
and for 50 years after the end of the year of his/her 


death years from first play, broadcast or transmission. 


The basis for most of the copyright legislation across 
the world is from two international treaties. The first 


international treaty for author's rights came into being 
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in 1886 with the agreement of the Berne Convention 
for the protection of literary and artistic works, 
whereas performers, phonogram producers and 
broadcasters had to wait 75 years for their first 


international treaty, the 1961 Rome Convention. 


As was eluded to in the definitions, there are 
fundamentally two sets of rights to consider when 


making commercial music; 


1. The copyright in the work. Sometimes referred to as 
publishing rights and relate to the actual composition 
of the song — this means the melody, lyrics, chord and 
instrumental structure and any other riffs which 
define the song as its own composition. Publishing 
rights are not dependant on the version of the song, 
and are represented by a © symbol next to the song 


name. 


2. The related rights in performances and recordings 
(phonograms). Otherwise referred to as master rights 
and pertain to the finished and finalised recording of a 
specific version of a song (The Master’). Master's 
rights for a song are represented by the use of a ® to 
the master of the song and only to that specific version 


of the song. 


However music is used, everyone involved needs to 
keep these two separate rights in mind at all times. The 


importance of understanding these two distinct and 
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separate rights cannot be over-emphasized, and 
anyone involved in music needs to be very clear on 


how they are all dealt with in transactions. 


The World Intellectual Property Organisation (WIPO) 
and international treaties play an important role in 
how the rules of copyright and related rights are 
formulated so as to provide certain minimum rights 
which each Member State is obliged to incorporate in 
its national laws. In this way reciprocal arrangements 
are more easily possible between collective 
management organisations in different countries, 
giving music greater value in terms of international 


trade. 


A Collective Management Organisation is usually a 
non-profit organisation operating in a territory and 
they are typically charged with collecting the royalties 
whenever a composition is ‘broadcasted’ or ‘used in 
public’ on behalf of the songwriter, publisher and 
other rights holders. This includes transmissions over 
terrestrial radio (normal radio), network and cable TV, 
internet radio, interactive online streaming services 


and live performances. 


In addition to collecting needletime royalties (a royalty 
stream generated by every play of a song in radio or 
public spaces), CMOs can also collect mechanical 
royalties (these are generated for every single time that 


a song recording is converted into a medium where it 
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can be played to the public, i.e. printed to CD, vinyl 
record, MP8 or audio file for download — whenever it 


is copied/reproduced for sale). 


To be clear, CMOs generally collect one or the other 
so it is best that an author joins and be correctly 
registered with both; 1) a public performance CMO (or 
performing rights society), and 2) a mechanical 
copyright CMO; immediately an artist/band has 


musical works active in the public domain. 


In the music context, licensing refers to the legal 
permission given by the licensor (rights holder) to the 
licensee to use the musical work and/or commercially 
exploit the work as per the terms stated in the 
licensing agreement. It is important to understand the 


difference between Licensing and Assignment. 


If an author or performer licenses their rights they 
retain ownership of their copyright or related rights 
and allow third parties like publishers and record 
labels (phonogram producers) to exploit those rights 
under certain contractual conditions. If an author or 
performer assigns those rights they are passing 


ownership of those rights to the contracting party. 


A useful analogy would be that assigning is like selling 
a car to someone else. The original owner would no 
longer have any interest in the car as it now belongs to 


the person they sold it to. If, on the other hand, they 
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had rented the car to someone else that would be like 
licensing. They still have ownership of the car, but 
allow someone else the right to use the car under 
certain conditions. It is always preferable from the 
author or performer's point of view to license their 


rights rather than assign their rights. 


Exclusive rights are the right to authorise or prohibit a 
particular action such as making copies of a work or 
recording, and they provide complete control for the 
right holder. If an author signs a publishing agreement 
with a publisher or a performer signs a recording 
agreement with a record label, the publisher or record 
label will usually require the author or performer to 
assign or license most of the exclusive rights held by 
the author or performer for the term of the 


agreement. 


An exception to this would be if the agreement were 
an administration-only agreement. In which case the 
exclusive rights would remain with the author or 
performer, and the publisher or record label would 
only administer the rights on behalf of the author or 


performer. 


A right to remuneration provides less control over a 
work or recording as the use can take place without the 
authorisation of the right owner. However, 
remuneration rights provide for a payment at a 


specified rate to be made to the author, performer, 
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publisher or record label each time the work or 
recording is played in public. The most widely used 
right of remuneration is that applied to the public 
performance of sound recordings. This is often 
referred to as an equitable remuneration right. This 
right of remuneration is often unwaivable and non- 
transferable in contact which is of great benefit to 


performers. 


In the case of third party licensing, the artist does not 
have to be involved, as this is the responsibility of the 
initial licensee label. The initial licensee label will 
administrate the deal between themselves and the 
third-party label. The song will be licensed out at a 
certain royalty rate, over a specific term, and with 
similar terms to any other license agreement. Of 
course, the initial licensee label will take a percentage 
of any income that is generated in the third-party 


licensor’s label’s territory. 


The original licensee must then share the income that 
is generated by the third-party license with the 


original licensor (the artist or copyright owner). 


If deals are struck with a record label, the artist and 
his/her team need to take cognisance of recoupable 
expenses; these are all the expenses record labels try to 
make recoupable against royalties. This means costs 
for; marketing, videos, distribution, packaging, 


promotion, online and print media campaigns, 
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recording, editing and mastering, song writing and 
additional technical assistance and a host of other 


expenses can be recouped. 


The best way to avoid a situation where excessive 
money is spent and then recouped against royalties is 
to bargain with the record label upfront, and include 
in the licensing agreement specific limitations on the 
amount of money that the label can spend and 


therefore recoup. 


The royalty rate refers to the percentage of the 
amount at which the CD or other media is sold to 
retailers or other distributors, that is eventually paid to 
the owner of the master rights. Specifically in the 
music industry, the term Published Price per Dealer 
(PPD) is used to define the amount of money that a 
retailer or other reseller will pay for a CD or other 


type of media containing music. 


For start-up artists, the royalty rate is usually between 
18% - 16% PPD. For better known artists, or those that 
have more bargaining power, the royalty rate is 
between 16% - 18% PPD. For artists with a lot of clout 
royalty rates can go up to 22% PPD. 


Creative Commons is a non-profit organisation 
founded in 2001 and provides creators with licenses 
that permit other users to share their works and 


recordings legally for certain uses at no cost. Creative 
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Commons licenses are based on copyright law but 
provide authors and performers with a legal document 
that provides users with effectively a free license for 


specific uses, or if they wish, all uses. 


This provides users with legal certainty, provided they 
do not use the content for commercial purposes, if 
they are reserved in the license. For the author or 
performer it allows users to use their works or 
recordings, which may help the author or performer 


become well-known and build their career. 


The user may be obligated to uphold the author or 
performer’s moral right of paternity, but may waive 
the moral right of integrity, which would allow the 
user to modify the work or recording if they chose to 
(subject to moral rights being unwaivable in some 


countries). 


Creative Commons licenses can be useful in getting 
exposure, but authors and performers would be 
prudent in reserving rights for commercial uses. If a 
piece of music is picked up by a brand and used in an 
advertisement, the author or performer would get 
nothing if they issued an ‘all uses’ Creative Commons 


license. 


A publisher will often pay a lump sum advance, in 
return for an agreement where the author will be tied 


to the publisher for a number of years or a number of 
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albums. Usually everything the author writes within 
the term of the contract will be exclusively 
administered by the publisher, who will also agree to 
reach out and try and create new uses and 
opportunities for the author's works such as covers, 


audio-visual uses, the publication of sheet music etc. 


The publisher may also be able to help the artist and 
manager obtain a recording contract. Hence, if the 
author signs to a publisher he/she can expect to 
receive mechanical and public performance royalties 
as well as a service whereby the publisher seeks new 
uses for the author's works in order to generate more 


income. 


In return for an advance and for these services, the 
publisher will want to take a larger share than is the 
case if the author receives income directly from a 
CMO. 


These are the main duties of a publisher; 


1. To negotiate, organise and issue licenses for an 
author's works and make sure the creator receives as 
much remuneration from the works as possible for a 


particular use. 


2. To issue or authorise the issuing of mechanical 
licenses via a CMO to record labels who want to use 


the author's work in a recording. 
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3. To issue and try to acquire ‘synchronisation licenses’ 
where the author’s works are synchronised with visual 
images (i.e. films, television, advertisements and video 


games). 


4. To obtain ‘covers’ for the author (i.e. to persuade 
and suggest that other performers make recordings 


using the author's work). 


5. To correctly register all the author's works with the 
appropriate authors public performance and 
mechanical CMOs. 


6. To administer printed music sales and online digital 
sheet music of the author's works or to license this to 


third parties. 


7. To collect the above income on behalf of the author 
in every part of the territory. If the territory is the 
world, then the publisher will have offices or sub- 
publishers in every part of the territory or may collect 
directly from a local CMO in a particular part of the 
territory. 


8. To accurately account to the author every six 
months, providing detailed statements and payment 


(if due any). 


Publishing income is very important for an all-round 


artist that writes and performs his/her own material. 
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In the early days, it can be the only income that an 


artist has to live on. 


The income generated from neighbouring rights is not 
to be underestimated and can constitute over a quarter 
of successful artist’s royalty income. It is becoming an 
increasingly important income stream with the 
diminishing record sale revenues, and has been a pillar 
for a long time for artists who solely record, and do 
not write, in the countries that enforce neighbouring 


rights. 


Synchronisation, sometimes called placements, refers 
to when a song or musical work is reproduced onto a 
television program, film, video, commercial 
advertisement, radio, video game or ringtone. It is 
called so because you are ‘synchronising’ the 
composition, as it is performed on the audio 
recording, to a film, TV commercial, or spoken voice- 


over; to a piece of audio-visual material. 


If a specific recorded version of a composition is used, 
you must also get (in addition to a synchronisation 
license) permission from the record company in the 
form of a ‘master use’ license. In addition to the 
financial rewards, any audio-visual use of the artist’s 
music, whether the artist is author or not, can be very 
helpful to his/her career development. It creates mass 
exposure of the artist’s music, which can generate an 


increase in record sales and generally elevate, or in the 
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case of an unknown performer, sometimes launch an 


entire career. 


These placements are normally handled by a 
professional called a Music Supervisor and they are 


typically employed by most production companies. 


In the digital era, the best way to present music for 
audio-visual uses has changed considerably. Here are 
some tips as to make a successful connection with an 


artist’s music; 


1. Make a high quality recording. Never send in a 
demo. Music supervisors expect a great sounding, 


well-mixed and well-produced recording. 


2. Do your homework. Find out as much as you can 
and only submit music that might be suitable for a 
particular production. If it is a series, check the credits 
of previous episodes or games and see what music was 


used. 


3. Build relationships with a few key supervisors, if 
possible. Encourage them to send you ‘briefs’ when 
they are looking for music for projects. When sending 


music for a brief, only send relevant music. 


4. When submitting music, never use email 
attachments, as it can clog up the music supervisor’s 
email boxes. You can use a link to an MP8 via 


streaming services such as SoundCloud, YouSendIt or 
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DropBox. Always allow the music supervisor to be able 
to download the music with one click if they want to. 
Don't use services where they have to give feedback in 


order to download the track(s). 


5. It is absolutely crucial that you include your contact 
details in the metadata when sending a link to an MP3 
file. Metadata is the title of the file. Be sure your email 
address is easily visible when the MP3 is imported into 
iTunes. Include your contact email address after the 


artist’s name in brackets in the metadata. 


6. If you can control the both the recording and 
publishing, make this very clear. Use the words ‘ONE 
STOP SHOP’. This is very appealing to supervisors as 
they know they will be able to clear the track quickly 
and probably for a lot less money than a track signed 
with a large publisher or major record label. 
Independent artists are very appealing to music 
supervisors, especially in the USA where it can be 
expensive to use music from major record labels and 
publishers. They will often look for a replacement 
‘indie’ song for a song they cannot afford from a major 


publisher or record label. 


7. NEVER send music supervisors music that contains 
a sample, unless it is totally cleared. This is 
fundamental. If you send them a track they push 
through with the director then it transpires that there 
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is an uncleared sample in the track, they will never 


take your music seriously again. 


8. Don’t expect instant reactions from supervisors. 
They are very busy. They are sent hundreds of hours 
of music every week. Never send links to more than 


two tracks with any communication. 


9. Don’t contact music supervisors too often. If you do, 


they will designate you to their ‘junk’ filter. 


10. As well as sending music to music supervisors 
directly, it is important to work blogs and radio 


stations. 


11. As well as representing the music yourself, there are 
numerous agencies that will represent your music for 
you. As with everything, some agencies are better than 
others. It is wise to use one agent. If a supervisor is 
presented with music from several different reps at 
once, it will confuse them and this can be detrimental. 
Agent’s fees of 20% - 25% of income they source are 
reasonable. It is important to try out an agent with a 
few songs before you commit an entire catalogue. 
Decent agents are usually placed where the media is 


created. 


12. To get noticed by a music supervisor, make sure 
your music is available on services such as Spotify and 
YouTube. Many supervisors spend a lot of time on 


YouTube, so if you're able to make a decent video that 
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is always a plus. Don’t be afraid to send credible cover 
versions of well-known songs; supervisors will often 
look on Spotify for cover versions if they can’t find the 


original. 


Whilst every country in the world has copyright laws 
enshrined in its national law, there's still a major 
problem with copyright infringement, sometimes 
referred to as ‘piracy’. In many countries this is 
magnified because inadequate enforcement provisions 
have been made. National laws created from treaties 
are redundant unless there are necessary enforcement 
procedures to make them credible and effective. It 
would also be in good faith that any member states 
accompany any copyright legislation with public 
education on copyright, particularly in schools, but 


also across society as a whole. 


How can legal services be made more attractive than 
illegal ones? Copyright holders and legal services need 
to learn from the illegal sites, e.g. it is possible to 
download an entire artist's catalogue from some of the 
illegal sites in one click. Copyright holders and legal 
sites need to offer the same service at a reasonable 


price. 


Legal sites need to emphasize to music fans that legal 
sites are virus-free. Some music fans have had their 
entire hard-drive wiped by downloading from illegal 


sites. Most music fans would prefer to be legal rather 
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than illegal. Copyright holders and legal digital 
services need to ensure they offer a more convenient, 


safer and legal alternative to pirate sites. 
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So let’s look at the example of building a 


fan base using the example of a fictitious 
musician, DJ Sonic. Some of the digital 
services mentioned will inevitably fall by 


the wayside and new services will 


emerge, so it is important to keep up to date with the latest 


developments. 


DJ Sonic is a young DJ/Producer and always surrounded by music, 
it was only natural progression that he turned to DJing and 
producing House music. After a long period of learning how to DJ 
and produce House music, honing and perfecting his sound, 
writing and recording his debut EP, he is ready to do as many live 


shows and gigs as possible. 


He meets a well-connected and capable manager who is 
genuinely enthusiastic about his music. He realises that there is 
nothing more important than getting on the road and performing 
to people. The DJ and manager create his own website using a 
free Wordpress template and a mobile version of the site using 
the free WP Touch Wordpress plug-in which resizes the website 
for iPhone, iPad, Android, Windows and Blackberry platforms. He 
signs-up to a website hosting services such as iPage.com, 
fatcow.com, or justhost.com who will provide a free domain 
name. He chooses a .com domain name as this is the most 
commonly used domain in the commercial world. The musician’s 


website will be the hub of everything he does. 


At each show, he asks friends and family to collect as many email 
addresses and postcodes from the audience as they possibly can, 
using pens and clipboards approaching audience members 
individually. They also have postcards printed with a good photo 
of DJ Sonic and some basic information such as his website 
address. The postcard asks the recipients to email in what they 
thought of DJ Sonic’s performance, the show, the set, and also 


ideas for improvement. In return for signing up to his email list, 
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he sends the new fan two free downloads to his music, via a link 


to SoundCloud, as soon as possible after the show. 


They collect these email addresses using a mailing list program 
such as YMLP, MailChimp and FanBridge. The basic SoundCloud 
account, and the entry level accounts for YMLP, MailChimp and 
FanBridge cost nothing, so all he needs to invest at this stage is 
his time. Together with his manager, they carefully organise their 
data so the email addresses and geographical location can be used 
to alert the fans in each area the next time he plays a gig in their 


region. 


At each show they sell his debut EP and T-shirt and he tries to 
meet and talk with as many fans as possible, as well as actually 
selling merchandise after the show. He makes sure that his EP is 
streamable on Spotify and YouTube and is available to purchase 
online, particularly from iTunes and Google Play and specialist 


online stores such as Traxsource. 


He signs up to one of the indie aggregators/digital distributors 
such as AWAL (Artists Without A Label), The Orchard, Believe, CD 
Baby, Tunecore or Reverbnation who will place his music on up 
to 150 digital stores worldwide. He opens a business bank 
account and a PayPal account so that the aggregator can pay them 


regularly on any sales income. 


He creates a Facebook artist page, Twitter account, SongKick 
account and becomes a YouTube partner. He encourages as many 
people to ‘Like’ his Facebook page, using a simple ‘download for a 
Like’ app such as BIA, Inboundnow, or SoundCloud’s Social 
Unlock, which gives fans a free track in exchange for a Facebook 


‘Like’ or tweet. Using Facebook, he posts interesting updates, 
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anecdotes and funny stories and observations about being on the 
road. He doesn't ‘hard sell’ and over-message his fans with ‘buy 
my EP’, keeping a careful balance. He notices that if he embeds a 
photo or video with his Facebook posts he gets far more likes and 
comments, so he does that as often as possible. The DJ does the 
same with Twitter. He encourages the audience every night to 
follow him on Twitter. He uses social media tools such as 
SmartURL or PO.ST which shorten his domain name, which 


shortens links. 


He makes banners and T-shirts which just show a graphic with 
his name and a QR code. Members of the audience can then take a 
picture of the QR code with their smart phones which will link 
them directly to DJ Sonic’s website. The manager signs him up to 
Sonicbids, which helps him get more live bookings. He sets up his 
website to act as a hub for Facebook and Twitter feeds. He uses 
SongKick to list his live gigs and embeds this on his site. He 


embeds his SoundCloud player on his website and Facebook page. 


He uses SoundCloud to build his fan base sharing his tunes with 
other users and building respect amongst his peers. He asks one 
of his fans who is big on photography and film if he will interview 
fans before and after his shows. This is then edited and posted on 
YouTube. He also creates six-second video clips in Twitter’s social 
video app Vine, as well as video clips on Facebook’s Instagram 
video. This fan is a student at the local art college and is studying 
TV production. The student persuades the college to make a 
proper studio promo video around one of DJ Sonic’s tracks as part 


of the course. 
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He also embarks on a more professional video for his next focus 
track and commissions this video via Radar Music Videos, who 
connect him with up and coming video directors. He also makes 
sure that he sends his music to music identification giants 
Gracenote and Shazam. These services can only provide music 
identification to the public if they have DJ Sonic’s music. The 
manager takes out a subscription with ‘MusicAlly’ so that he can 
keep up to date with the latest digital music services and trends. 
Together they use ‘Musicmetrics’, an artist analytics dashboard 
which not only tracks legitimate sales but also illegitimate 
BitTorrent downloads, which they find useful information, 


particularly when planning where to play live. 


Having done all these things, he is now reaching out to blogs and 
sharing links. More fans are now discovering him on these blogs, 
so he then presents music to specialist radio stations. His 
manager makes sure that prominent stations in his territory and 
other tastemaker stations have the DJ Sonic EP. Being an 
electronic music producer, DJ Sonic offers to make remixes of 
other artists’ tracks on a reciprocal basis, ie. he will create a 
remix for another artist if the other artist creates a remix of one of 


DJ Sonic’s tracks. 


No money changes hands, but this cross-pollination process 
spreads awareness and can create many new fans for both artists. 
He also develops his skills as a DJ as well as playing live and 
records DJ mixes which he shares with his fans and sends out to 
small online radio stations as well as specialist radio programs. 
He posts charts on Traxsource every month. He records monthly 
podcasts which he makes available on his website; he records a 


weekly show with ideal underground scene DJs. 
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All the time, he is creating as much interesting content as possible 
to support his music and engage and create loyalty with his fans. 
He is recording videos, posting cool comments on Facebook and 
Twitter, giving away free tracks to blogs and setting up 
competitions. He involves and interacts with his fan base as much 
as possible. He writes a song where his fans help contribute to the 
lyrics. He mobilizes his fans in each town when he visits to help 
advertise the show in that area. DJ Sonic understands that in 
order to create a loyal fan base he has to create a fan community. 
He never does a hard sell on his fans, as he knows that will 
dampen enthusiasm for his brand. He also engages via image 


social networks such as Instagram, Flickr, Pinterest and Snapchat. 


As CD, T-shirt and other merchandise sales increase, he engages a 
company such as Topspin, Backstreet, and Sandbag to market his 
physical items on a larger scale. Some of these services can also 


sell live performance tickets on behalf of the artist. 


Creating a fan base is still fundamentally the same as it was 40 
years ago. In order to be successful, DJ Sonic has used old- 
fashioned techniques, such as getting on the road, gigging hard 
and collecting fans’ contact details at each show, but he has also 
fully embraced the modern online technology that is available to 


him. 


Combining all of this, and provided DJ Sonic continues to make 
great music, he will build a loyal and enduring fan base. Once he 
has achieved many tens of thousands of genuine likes on 
Facebook, thousands of followers on Twitter, hundreds of 
thousands of YouTube views and drawn good attendances at 


small indie gigs, DJ Sonic and his manager soon find publishers, 
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booking agents and record labels to propel them to the next level. 
Knowing the musician has a genuine and enthusiastic fan base 
will mean that radio and the media will regard him as a real 


contender. He is on his way. 
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